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FOR THIS $2,950,000 AUDITORIUM 
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FOR THIS 38-STORY BUILDING = 
IN PENNSYLVANIA FOR THIS HOSPITAL GROUP 
IN PITTSBURGH 


FOR THIS 
OFFICE BUILDING 
IN TEXAS... 





General Offices, Gulf Refining Company 


— — ' Pittsburgh Allegheny General Hospital and Nurses Home 
ony end ae i I aargpe Blog = Architect: Trowbridge & Livingston Architects: York & Sawyer, New York 
floors later. Architects: Lang and Witchell Dealer: Huey & Dealer: Logan-Gregg Hardware Co. Dealer: Samuel McKnight Hardware Co. 


Philp Hardware Co. 
) a M A NY OTH F R —RANDOLPH FIELD, TEXAS 
oo « ANC fo —BARKSDALE FIELD, LOUISIANA 


B Le ’ —JOHN CARROLL UNIVERSITY, CLEVELAND 
UtL Liq3s Li —BUHL FOUNDATION HOUSING PROJECT, PITTSBURGH 


M°SRKINNEY LOCKS 


They offer dealers NEW BEAUTY, ECONOMY, DURABILITY, PROFIT and 
NATION-WIDE ACCEPTANCE. For information write to McKinney 


Manufacturing Co., Pittsburgh, Pa. 
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ACCO 
Coon em Relcee s7-Niy 


Farmers usually need several for general utility 
purposes. Wherever a strong binding, towing or 
log chain is needed, you can safely recommend 
an ACCO No. 120 Log or Binding Chain. 
Hooks are strong drop forgings — warranted 
To) am Comme) ol 44 mmo) break. The malleable swivel is 
free acting and as strong as the chain 
itself. Each link is alike—in strength, 
size and finish. 





ACCO 












Sear CHAIN SPECIALTIES 
‘ Coil Chain, Welded Plumber and Safety 
and Weldless Chain 


Steel Loading Chain Weli Chain 
Log or Binding Chains Trace Chains 





Porch Swing Chains Heel and Butt Chains 
Y Hammock Chains Breast and Halter 
ie Sash Chain Chains 

Dog Chains Repair and Lap Links 


Wagon Chains Hooks, Cold Shuts, etc. 
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Sales are MADE or LOST 


Over a Bridge Table 



















Not big business, just simple, 
homely conversation—but it 
can spell good or evil for some 
merchant. 


When the topic of wire screen 
comes up for discussion, the 
satisfied customer is going to 
boost some Hardware Dealer. 
Why not you? You can spread 
these good-will builders around 
your community by selling 
them Gray-Wick. 


Sales are made with Gray-Wick, the most popular screen wire cloth 
on the market—for price and for quality. Gray-Wick is strong, rust- 
resisting and neat in appearance. Made from copper-bearing, full 
gauge wire, electro-galvanized and coated with white transparent varn- 


ish as a double protection. 
Other Popular Cortland Wire Cloths 


CORTLAND BLACK To meet the demands for a durable wire cloth at a lower 
price. Uniformly woven and finished in a hard elastic enamel. 


WICKWIRE CORTLAND BRONZE Precision weaving and special rust-resisting 
alloy makes Wickwire Cortland Bronze an outstanding quality wire for appearance 


and service. 


CORTLAND PREMIER 50% heavier than the standard grade, made of rust- 
resisting, copper-bearing steel and dull finish electro-galvanized. Now made in 
14 mesh, 32 gauge wire. For severe service. 


America’s most 
popular wire 
cloth. 





ESTABLISHED 1875 
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Modern merchandising has relegated old-fash- 
ioned business prejudices into the discard. Today 
forward-minded business men look to definite 
profits, based on foot-week-sales. Intelligent 
store arrangement is more important than ever. 
Display of merchandise to make it move is 
paramount. 

So with the new trend in store arrangement 
has come a new system of store fixtures, built 
to make every foot of wall display fixture or 
merchandising counter profitable. Lyon Metal 
Products, Incorporated, has kept step with this 
progressive movement. 
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mGaueepecuciiome: caperasuen’ 
LLU PE PTE ELLL 
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Our hardware Fixture Division men are trained 
men in hardware retailing. They can co-operate 
with any hardware merchant in laying out a new 
store, or in remodeling an old store, to obtain the 
profitable foot-week-sales results that modern 
merchandising exacts. Exchange ideas with this 
practical man who has studied hardware retailing 
problems for years. 


Model of Your Store for You 
The Lyon representative will plan your store, 
fixture by fixture, make a working plan, and 
present you with a miniature model of your 
newly designed store, exactly 





Lyon has worked with the 


as it will appear when fix- 
tures are installed. This fea- 


National Retail Hardware 
Association in designing mod- 
ern fixtures in steel to fit the 
complicated and highly spe- 
cialized needs of the hard- 
ware store. 


N. R. H. A. 


All Lyon Hardware Store Fixtures 
are built strictly to specifications 
laid down by the National Retail 
Hardware Association. 





ture of Lyon Service is at 
your disposal without any 
expense to you. Write and 
ask for a Lyon man. No 
obligations. 





“FOOT-WEEK-SALES” Are the Yardstick 
for Measuring Value of LYON FIXTURES 














LYON METAL PRODUCTS, INCORPORATED, 
AURORA, ILLINOIS 


LYON SERVICE 


WALL DISPLAY SHELVING WALL PANELS MERCHANDISING COUNTERS 
DISPLAY GOUNTERS + SHOW CASES: TABLES: LOCKERS - STORAGE SHELVING 
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—that’s one of many reasons why 
Slidetite equipment is preferred. 
Whatever type of door you consider, 
R-W can supply you—but you'll find 
that the R-W engineer can usually 
show you why Slidetite folding-slid- 
ing doors are more desirable than 
other types, even though R-W offers 
them all. 


Smooth, quiet, safe, trouble-free 
operation is positively assured by 
the many fine features which belong 
exclusively to Slidetite equipment. 
The doors fold and slide inside the 
garage, leaving a wholly unobstruc- 
ted opening. They may be operated 
electrically or by hand. Ice or drifted 
snow makes no difference; you never 
have todig yourself out; wind cannot 
blow doors shut; nothing can in- 


Richards-Wilcox Mfg. Co. 


R-W “Slidetite” doors can be operated eas- 

ily in any weather by man, woman or child 

. no hazardous center posts in wide open- 

ings. (Electrically operated for commercial 
or private garages, if desired.) 


PERMITS UNOBSTRUCTED OPEN- 
INGS UP TO 30 FEET IN WIDTH! 


terfere with unfailing performance. 


Extra speed, extra quiet and extra 
smoothness of operation-are results 
of the “‘Ideal”’ ball bearing principle 
which is part of the hanger construc- 
tion. The gentlest pressure opens 
and closes Slidetite “‘Ideal’’ doors. 


The first cost of Slidetite doors is 
small and the upkeep negligible, 
whether you have them on your 
private garage or in the doorway of 
the largest public garage in town. 
Summed upin eight short words... 
“they work ... they work better... 
they always work.” That’s not just 
our own statement; ask any one 
who owns them. 


Callonan R-W Doorway engineer for 
advice and help. 


Send for Catalog No. 55. 





Cincinnati 


Seattle Detroit Atla 





ment (hinge doors). 


“A HANGER FOR ANY DOOR THAT StidES” 
AURORA, ILLINOIS, U.S.A. 
Branches:' New York Chicago Boston Philadelphia Cleveland 
Indianapolis St. Louis a Orleans Des Moines 
Minneapolis Kansas City _ Los Angeles 





R-W “Swingtite” doorway equip- R-W OveR-Way doors, with 


San Francisco Omaha 
Pittsburgh Milwaukee 


Richards-Wilcox Canadian Co., Ltd., Loudon, Ont, Montreal, Winnipeg 





4 co, 
unique features not possessed rner) pa 


by other equipment of this type. 
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Garage door equipment 
for every doorway and... 
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“APPROVED! 


BY THE KEENEST ' 
BUYING BRAINS IN THE 
COUNTRY 

















that drive easily ... clinch | | 
smoothly and are = 





DEPENDABLE 


ep er ee 


It is like building your house upon the sands to sell an inferior product that cannot give satisfaction. 
Even a lower price is no compensation for inferiority. Our Tubular and Split Rivets cost a little more, 
but they are made to meet the highest standards of quality and workmanship . . . their quality is 
proven, and they guarantee satisfaction. 


TUBULAR RIVET 
& STUD COMPANY 


Boston Mass. 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 


—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 
—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


Dee, os Rae Coe eae 


- 





They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 
239 West 39th Street New York City 


A.B.C.—Charter Member—A.B.P. Inc. 
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O iv E C O NM PA N y From virgin ore to finished product, Pitts- 


burgh Fence is the result of one company’s resources and skill. Selected ore from company 
mines is refined in our furnaces and fabricated in our mills. For thirty years the Pittsburgh 
Steel Company has been devoting every effort to the making of a better product at the 
lowest price consistent with quality. 


ON E QUA LITY All Pittsburgh Fence is made of the finest 


special-formula, basic open-hearth copper-bearing steel, and further protected against rust 
by an extra heavy coating of zinc. “Pittsburgh” barbed wire, wire nails, bright and annealed 
wire, steel posts and bale ties are of the same uniformly high quality. “Pittsburgh” products 
will withstand the rigors of weather and give satisfactory service year after year. 


ON E PO L y cy Pittsburgh Fence is sold only through the regular 


channels of trade. Every precaution is taken to prevent it from getting into the hands of 
irregular competition. A dealer can stock Pittsburgh Fence without fear that exactly the 
same fence will be offered by his competitors at an unfair price. Pittsburgh Fence is “For 
the Regular Trade Only” 


Pittsburgh Fence 


New York Memphis 











Detroit | a Steel Co.) San Francisco 
Chicago Union Trust Bldg. Pittsburgh, Penna. ae 
Dallas 
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INVENTORY 


Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 





















We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 
has solved the problem for hundreds of hardware dealers. 


That remedy is the Hardware Age Easy Inventory Sheets. 
They simplify the whole problem. These convenient 
sheets are printed on both sides—200 pages—room for 
6,800 items. So simple—so easy to understand and use 
that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 
Sheets. “End your inventory trouble” by mailing your 
order and check right away to— 


HARDWARE AGE 


239 West 39th Street New York City 
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Scent of holly in the air. ... a gay tree brimming with 
holiday blessings . . . . perfume from the kitchen where 
a generous Christmas dinner is being readied by you and —, 
yours... . and a mother, her happy, healthy children in 

her arms, looking out upon the serene night, in which 
celestial candles gleam and glitter. Home... . sanctuary 
.... gifts....food.... protection. 


During good times or bad, the average American 
home manages to approach the Yuletide season with joy- 
ous anticipation. And the sympathetic urge to help 
those who are less fortunate, is, always, a national char- 
acteristic. 

But today . ....the need for “having a heart” is more 
tragic, more urgent, more terrifyingly necessary, than 
ever in the world’s history. American children and chil- 
dren of many nations, are STARVING. As the facts 
accumulate, this situation might well cause us to shudder 
with horror .. . : “Starving Children” . . . . not a pleas- 


ant thought! 
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What a beautiful thing it will fy a 
be for YOU, this Yuletide, to q Georce A. Batt Wituiam A. PrenpverGast 
x n i Cuirrorp W. Barnes Fremino H. Revert 
give, if but modestly, to these Q| S. Parxes CADMAN Leann Rex Rosinson 
tiny sufferers to whom even a ty Ropert J. CALDWELL Otiver J. Sanps 
ps hy) = Patrick H. Cacanan Apert SHaw 
crust of dry bread will come as | James S. Cusuman Georcs E. Sittoway 
s +, By) Josepuus Dantes Mrs. Rosert E. Speer 
S blessing. GOLDEN RULE A) Joun H. Fintey Curis SPENCER 
WEEK” is a constructive op- I? Joun B. Gienn Cuarzes STILLMAN 
\ Cuarzes S. McrarLaND Wm. Ox.ey THompson 





portunity in this direction. 













* Wa rer H. Mattory Cuarces H. Tutti 
The long arm of its vast char- ly Francis J. McConnet, Cartes V. Vickrey 
° i Wiruram B. Mitrar Feurx M. Warsuro 
ity reaches out and finds these Hitt Montacug James E. West 





Joun R. Morr Cuarces L. Waite 
Mrs. Epcerton Parsons Curtis D. Wirsur 
Dantez A. Potinc Mary E. Wootsy 


hungry youngsters... . feeds 
them. You will do YOUR 
share, we know. 





iy 
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The donor may designate his gift for : THE GOLDEN RULE FOUNDATION i 
© any philanthropy in which he is espe- 1 Lincoln Building, 60 E. 42 St. ; & 
° cially interested and one hundred | New York, N. Y. i - 
cents of every dollar will go as desig- ' Without obligation on my part, kindly send =, 
nated—none for expenses. } me your booklet, “The apa) Rule,A.D. J 
Undesignated gifts will be allocated by ! 1931,” giving information and suggestions —| 
DECEMBER the Survey Committee after careful ! concerning Golden Rule Week. ; DECEMBER 
ee investigation to meet the most 1 Pee ie So ek r a 
13-20 acute needs through the most efficient ; si i 13-20 

agencies. : ADDRESS ...... 
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THE DIRECT MAIL 
ADDRESSING SERVICE 


of 


HARDWARE AGE 


PES: PS nce re 


Is Proving of Greatest Possible Value to Manufacturers 
and Others Selling Through Hardware Distributors — 


What It Does— 


It Elimimates Undeliverable Mail. 


% 


Removes a Disintegrating Factor in 
Wasteful and Unproductive Di- 


Saves Considerable Sums for Post- rect Mail Advertising Campaigns. 


age. 


Prevents Loss of Valuable Direct 
Mail Matter. 


Lays the Foundation of a Successful 
Sales Program. 


Assures Being First to Contact Im- 





portant New Hardware Retailers. 


Saves up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 
Mailing List. 

MUCH MORE COULD BE SAID — 


THE NEW YORK POST OFFICE 
BULLETIN, MAY 29, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


a 


Your Own Experience Will Bring 
Home to You the Value of This 
' New — Up-to-the-Minute — Much 
Needed Addressing Service Which 
We have Developed for Your Use. 


Assures Prompt Delivery of Mail— 
No Lost Time for Post Office Di- 


rectory Service. 





WRITE FOR DETAILS 














HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 
GENTLEMEN: 


Kindly send me the details of your Direct Mail Addressing Service. 
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For Children as Well as Adults 


How the youngsters do enjoy ice skating—not forgetting the 


older boys and girls, also the grown-ups. 


Union Hardware Company has remembered them all—men 
and women, boys and girls of all ages can visit your store and 
find exactly the skates they want, at the price they desire to 
pay if you handle the Union Hardware Line. It’s complete 


in every way. Standard for over 75 years. 


Better constructed or easier going skates have never been 


made to sell at anywhere near the price. 


That’s why 


Union Hardware Ice Skates 





have always proved such 
good, profitable sellers. 





Customers derive 100 per 





cent satisfaction from 
No. 5924%4 


every pair. Leather Back and Strap 
Check up on your stock. Now is 
the time to see to it that you are 


ready to ‘supply skaters with all 





Model of Nos. 1624, 1624%, 1724% the leading patterns. 


Your jobber will fill your order 
promptly. Send for Catalog. 





wt 


Model of Nos. 07, 08, 08% 
Sizes 8% to 12 inches 





HARDWARE COMPANY 





TUBULAR SKATES 











MEN’S AND WOMEN’S Reg. U. S. Pat. Off. 
Torrington, Conn. 
New York Office: 151 Chambers Street 
Established 1854. Incorporated 1864 
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FULL 
SIZE 


5 oz. (1/3 pt.) 


CAPACITY 








EAGLE MANUFACTURING CO. Wellsburg, W. Va. 


AT LAST! e. 





Fup SIZE OILER AT RETAIL 


Now hardware dealers are able to meet the big demand for a dime oiler. Here it is—a 
fine looking, well made oiler retailing at 10c. You will be proud to offer such wonderful 
value for a dime—and your margin is good even at this low price. 





Not a small size sewing machine oiler Seamless drawn body, rolled threads, 
but full size 5 oz. (1/3 Pt.) capacity. double seamed bottom, wide openin 
fy Wiha Sida; weal tas a eee mouth with inserted type 4” spout. Heavi- 

r P ly copper plated. Durable—leak-proof. 





SMALL UNIT | makEs ATTRACTIVE 
DISPLAY SPECIAL 
Displays full 1 dozen oilers. Suit- 


able for counter, open table or win- 


dow display. 


PACKING 


1 Dozen to a Carton. 


Eliminates large invest- 
ment. 


Simplifies stock control. 


ORDER from 
YOUR JOBBER 





If he cannot supply you 
write us direct 


































ASHLAND, OHIO Pe NN: alee 
PUMPS—— WATER 


Regardless of the amount of water to be used daily, be it large or small, it pays to install 
dependable pumping equipment. Pumping equipment that will require little or no attention, be 
free of wear and breakage, and can be operated from day to day at_a minimum of cost. 

Myers Self-Oiling Power Purhps and Water Systems are built with but one thought in mind— 
to give the user the utmost in service over the longest period of time at the lowest possible cost. 

Safe, simple, compact units in different styles and sizes for any service up to ten thousand 
gallons of water per hour offer every opportunity for profitable business over a wide range of 
prospects. 
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For Prompt Reply 
and Complete 
Information 
Address Your 
Inquiry for the 

Attention of Our 
Engineering 
Department. 
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Catalog 
on 
Request 










SYSTEMS—-HAY TOOLS—DOOR HANGERS 
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OFFER THEM VALUE— 
and watch them buy! 


Allith Garage Door Hardware 


Tell your customers that an Allith installation 
is a permanent installation—dependable and 
trouble-free. Assure them that “below zero” 
weather won’t find them inconvenienced by a 
garage door that sticks, balks and jams— 
demonstrate that Allith Hangers can’t jump 
the track, cramp on the curves, or break down. 
Show them that a garage door equipped by 
Allith won’t bang against their car or jar their 
tempers. 


Allith specifications were drawn to give you 
the best in Garage Door Hardware.  Allith 
standards in designs, materials and workman- 
ship all go together 
to make Allith a 
line you can sell 
with confidence. 
Every piece of mer- 





Quality 
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ata 
Price 


That’s the phrase 

that describes the 

entire line of 
Allith’s 


Garage Door Hardware 
Spring Hinges 
Industrial Door Hard- 


ware 
Fire Door Hardware 
Airport Door Hardware 
Rolling Ladders 
Door Hangers 
Stadium Seat Brackets 
Certified Malleable Iron 
Castings 
Malleable Iron Washers 
Overhead Carriers 














chandise is backed 
by a_ four-square 
policy that guaran- 
tees your profit. 


Thousands of satis- 
fied customers, con- 
tractors and dealers 
all over the country 
have learned that 
one word will solve 
their toughest gar- 
age door hardware 
problem. Again 
and again they say 
that word. It’s 


lith 


Write for our catalog and dealer literature. 


Allith-Prouty Co. 


Danville, Illinois 


1931 

















Dont worry about 
too much pressure 
when youre driving 
AMERICAN 
SCREWS 


f. HS cEee SCREWS 
are made to be driven in as 
hard as you want to. 


The slots are made to stand 
the strain of a screw driver 
bit even if used in a brace. 
The gimlet points are sharp 
and the threads clean cutting. 





Your customers can do any job 
better with American Screws 





ey = ¢ 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO. IL. 


Put It Together With Screws 


yeareerait BH 








SENT 
15 








REVOLVERS 
SHOTGUNS 


TRADE 


AT ETXS C utters 


5 Ah'C 
the BEST 


LANDON P. SMITH. Inc.. IRVINGTON.N.J. | 


Co. 
MARK. 


Send for catalog 


Harrington & Richardson Arms Company 
Worcester, Mass., U. S. A. 


The Right Spear The 
at the Right Time | Practical 
ad |Christmas — 
theTime | Gift 


Many of your customers looking for ideal 
presents for father, son or brother, will 


~ HOPPE’S 
Gun Cleaning Pack 


FROGS FISH Display One Pack. It Will Make Sales for You. 
An attractive green enamel finish with better and sharper Contains Bottle Hoppe’s Nitro Powder Solvent 
points; and barbs that do not project further than necessary; No. 9; Cam, Hoppe's Lubsiceling O@; Tube, 


are the outstanding features of the new Arcade Spears. The 4 o i 
green oir, finish, will sage attention. Hoppe’s Gun Grease; Gun Cleaning Patches and 
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These are 
the Spears 














Write us for catal og; ask your jobber for prices. Gun Cleaning Guide. 
ARC AD ot Powe | Retails for One Dollar 
moe | Your Jobber Will Supply You Promptly 


ARCADE MANUFACTURING COMPANY 
FREEPORT, ILLINOIS 
BRANCH — REPRESENTATIVES 
J. T. Rowntree, Inc. 


New York 
200 Fifth Ave. Narhodnn Mart SanFrancisco Portland Salt Lake City 
Room 14111 Los Angeles Seattle Denver 


To Dealers: Send for a supply of our Gun Clean- 
ing Guides, imprinted with your name. 


' FRANK A. HOPPE, Inc. 


2314-H N. 8th Street Philadelphia, Pa. 





Boston Dallas 
Philadelphia St. Louis Arthur T. Otis D. D Otstott, Inc 
6146 Wayne St. 6607 San Bonita St. 111 Summer St. Santa Fe Bidg. 


For Your Profit’s Sake ... 


be sure the casters you sell are 











By SR as tae 


NOELTING 
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Gide Grind Rapids Los Angele 
Canadian Factory Stratford Ontario 
" My o. Pivot Bearing Ball Bearing Grip Neck Institution Casters Truck Casters 
ly Av A Complete Line 
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Made of The Finest Steel Available 


Trow & Holden 
Stone Working Tools 


Are More Durable, Last Longer 





New Catalog Gladly Sent Upon Request 





TROW & HOLDEN CO. 


Barre, Vermont 








DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 











There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th’St. N. Y.C. 








GET READY FOR 1932 
a 


Prepare now for twelve profitable months of rubber 
tip and bumper sales. Check your inventory today 
and be sure that you have a complete stock of these 
fast selling replacement items for 1932, 

Send for Catalogue No. 50 
It gives a complete line-up on all our rubber tips and 


bumpers, and will be very helpful for inventorying 
and ordering your new stock. 


Rubber Head Nails 


Thousands of household uses for this 
inexpensive rubber tip assure you of 
profitable sales throughout the year. 
Six stock sizes. 














Elastic Stem Tips 
A tip made entirely of rubber. Used 
for protecting desk top equipment from 
scratching, on desk covers, closet seats 
and in larger sizes for chair legs. 


Slotted Screw Tips 
Manufactured to fill the popular 
_ demand for a lower priced bump- 
er for use on door stops, furni- 
ture, closet seats. and hundreds 
of home uses. 


Send Now for Your Catalogue 


The ELASTIC TIP COMPANY we 


370 ATLANTIC AVE. 
BOSTON ~~ ~ ~~ MASSACHUSETTS fiji 
























}) EFFECTIVE 
4 ADVERTISING 


in educational publications is arousing interest My 
among school and college authorities in wae 
MILLER RED DOT LOCKS. Are YOU alert to 
the possibilities in the sale of MILLER KEYLESS 
LOCKS? Do you realize the profit there is in 
handling this: complete line of RED DOTS? A 
complete line of which the dealer need only 
stock the No. 5 and No. 10 and the jobber 
merely a sufficient quantity of the others to fill 
immediate orders. Return the coupon for details. 


THE J. B. MILLER 


KEYLESS LOCK CO. 
201 LOCK ST. (Dept.E) | KENT, OHIO 
t The J. B.Miller Kegless Lock Co. 


; 201 Lock St. (Dept. E) Kent, Ohio 
§ Gentlemen: : 
Please send at once further information regarding 


* your RED DOT KEYLESS PADLOCKS. (check) 
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uick turn-over 
MmCceane « « « @ 


uick Profits! 





.... and thats what 
a Display of Bassick 
Casters and NoMar Rests 
gives you.. 





Give them a small display space 
—out where your customers can 
see them—and watch them sell. 
They bring not only QUICK 
profits but STEADY profits all 
year round. 





Every home needs Bassick 
Floor Protection Equipment. 


All you need to do is remind 
your customers of their needs. 
Our 7 standard items in a small 
section of your open table, or 
on your counters, will be that 
REMINDER. There is an item 
Jor every need. 





Put Bassick equipment to | S 
work for you. YOUR JOBBER , 
CAN SUPPLY YOU. Write for 
our Dealer’s catalog No. 106. 


THE BASSICK COMPANY 
Bridgeport, Conn. 


Bassick 


“For 35 years the buy-word for fine casters and furniture rests” 











Stock these standard Bas- 
sick items — they will fill 
all your customers’ needs! 


Branch Offices in:~ 
‘New York City, N. Y. 
Grand Rapids, Mich. 

Evansville, Ind. 


Branch Offices in: 
Philadelphia, Penn. 
Chicago, Ill. 
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Ras & Prince products 
are right in accuracy, finish and package. 
You can sell them with the utmost confidence 


of customer satisfaction. 

These and many other types and sizes in 
steel, brass, bronze, Everdur, Monel, Stain- 
less, and other special alloys and plain, 
polished, nickel, copper, blued, galvanized, 


cadmium or chromium finishes. 
Standardize on Reed & Prince products. 


REED & PRINCE MFG. CO. 
WORCESTER, MASS., U.S. A. 


WESTERN BRANCH AT CHICAGO: 3635 IRON STREET 
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A sales Force Sells Itself 


HE announcement of the Sales Personnel of this 

Company that has appeared in the trade papers 
reveals a particularly careful selection of talent. And 
here is an interesting story about that very group. 


Imagine if you can, these men meeting at Chicago during 
the Hardware Convention for the first time as associates. 
They were left to their own devices for the first three 
days to round off the corners and really get acquainted. 
Each man realized that if he wanted to sell himself or 
any pet features of his product to the others, he was 
talking to experts and he would have to talk facts and 
avoid buncombe. 


It was refreshing indeed when these men were called into 
A B W conference on Thursday to note the sincere respect 
they had for each other, respect that had absolutely 
buried any previous competitive jealousy. It was easy 
under skillful direction to mold them into an aggressive, 
clean, purposeful organization and to bring out all 


the worthy ideas that each man possessed. 


This development of our Sales Department was 
one of our most important tasks and we had in 
mind that old truth— “It is much easier to make a 
oood first impression than to live downa bad one.” 








WYOMING 


RED 
EDGE 


. SHOVELS 
(UES areas Dp 4 P AND 


Bizz P>D> Die CLEARS ‘ pre Ye tN) | PICKS 











o ufactured and Warranted. 


BY 
Y OLIVER AMES J | 
ds AND SONS, yy 
\ | BAS NORTH EASTON,Mass.0.S.A 


SQN 2 me BALDWIN TOOLWORKS 


tastier smeestnenel PARKERSBURG. 





& Handle Top Sells Itself 


E have promised ourselves that in describ- 

ing our product we will avoid the use of 
those shiny-from-use superlatives — Best, 
Largest and Finest. But, it is difficult to refrain 
when talking about our Armor D handle. For 
although we own six handle tops, the Armor D 
comes in for the greatest applause. 


There are three requisites for a handle top: strength, 
good looks and comfort—and the greatest of these 
is comfort. Strength in a handle top does not mean 
resistance to strain—there isn’t any strain there. 
Strength means protection against these frequent 
weather effects— splinters, cracks, ete. And that is 
just what the armor gives! 





Comfort is all important. One look at the Armor D 
and you can see hand-comfort and ease-of-hold with 


half an eye. The grip itself and the full sized forks 


all the way permit a comfortable hold anywhere. The 
3-15/16” width of grip has been selected because it is 
width enough for the largest gloved hand and yet 
narrow enough to give full strength to the forks. It is fastened to the 
shaft without rivets. In fact, there is an entire absence of possible 
irritants or structure impedimenta. And, incidentally, if good looks 
will help to sell—we will be oversold. 





Besides Genuine O-Ames, Red Edge, Monongah, Pony and Knox-All, don’t forget Kiski, 
Gold Bug, Carter, Massachusetts, Black Diamond and Falls City, which even though 
they sound like Pullman car titles, are potent shovel names. In fact, some of them were 


in use giving satisfactory service before Pullman cars were known. 


BW 


AMES - BALDWIN: WYOMING 
SHOVEL CO. 


NORTH EASTON, MASS. 


Operating Plants in 
ALTON, ILLINOIS ANDERSON, INDIANA MONTPELIER, INDIANA NORTH EASTON, MASS. 
PARKERSBURG, W. VA. PITTSBURGH, PENNA. WYOMING, PENNA. 














Gaining and Retaining 
Buying Confidence! 


HE enviable 
prestige en- 
joyed by this 


extensive line of 


National |” 


Builders’ Hardware 
has been the reward 
for close adherence 


to the standard of \y 


quality first intro- 
duced over a quar- 
ter of a century ago 
and steadfastly 
maintained. 


The completeness of this 
line of hardware is fur- 
ther enhanced by the 
improved designs, which 
are ever apace with the 
modern trend in archi- 


tecture and building. 


National dealers are 
sharing in the profitable 
business caused by the 
buying confidence of 
their trade. 


National Manufacturing Company 








"| Noten | 


— BUILDERS’ 
HARDWARE 
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H AVE you tried “Free Wheel- 


ing” on one of the new cars? 

Well, anyhow, you know that going 
down hill you can kick out the clutch 
and coast along but when you start 
up grade you MUST use the power. 

A lot of would-be salesmen have 
looked fine coasting down grade with 
everything easy and “alibis” to get 
them along when sales didn’t come. 
But when they hit the up grade they 
just did not have the power. 

I am hoping you are a “real” sales- 
man and know that what seems a 
hard sale is just something you have 
the power to meet and overcome and 
that “hard” sales lead to steady cus- 
tomers. 

After you’ve taken the prospect 
from the looking stage and got him 
to see and to want and to buy, you 
must have the added power to get 
him back again. And you must have 
a good product to sell that will stand 
back of the argument of the real 
value of quality in service. 

That’s why I like to sell an Atkins 
“Silver Steel” saw to a tough cus- 


tomer. It will do everything you say 
for it and prove that you are in- 
terested in helping a men buy value. 
Of course it is easy to show some- 
thing cheaper—chances are the buyer 
will ask for it—and it is easy to over- 
look making the points of what it 
will do and how it is made and what 
the user wants to do with it. 

All these things are as easy as 
coasting down hill. And if you follow 
this easy “Free Wheeling” course it 
may go fine—until you hit the bottom 
of the grade and start up! 

Real salesmanship demands power 
—the power of knowing how and the 
power of the best product. An Atkins 
tool will help you sell. You can’t 
make the up-grade with a “cheap” 
product. 

(Signed) 


VS 





SALES VIA SERVICE 


E, ERY sales check is an 1.0.U. for service. Therefore, you should sell 
merchandise that will serve your customer satisfactorily. Then follow through. 
Sam Sayles tells you what the follow through is in tool selling next week. 


Look for it. 
Sam Sayles selling talks. 


In the meantime, ask for your copy of the bound edition of 
Ready soon. 
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No. 400 
Ship Point 


A SAW extraordinary in 
quality, workmanship and fin- 
ish. Genuine SILVER STEEL 
Blade, taper ground, will not 
bind. Mrrror finish Solid 
Rosewoop handle, Perfection 
Pattern that prevents wrist 


strain. Nickel-plated screws. 


No. 400 regular comes in 22, 
24 and 26 inch lengths. Ship 
point pattern 26 inch. 


The No. 400 saw is the Elite of 
the saw world. It is preferred 
by the critical artisan who pur- 
chases extra fine tools. Particu- 
larly desirable as a Christmas 
gift. 


Why not ask us to send you 
“The Atkins 1932 ‘How-To-Do- 
It’ Book” and learn about a big 
market near your store for 


these saws? 
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After Christmas 
What? 


How the Clark Hard- 
ware Co., James- 
ASING ope Ais Ps keeps toys instead of 
his opin- c ¥ partment confining selling 
active all through effort in the line 


ion on ac- 
tual experience, 
George B. Pitts, 
president and 
general m a n- 
ager of the Clark 
Hardware Co., 13-15 East Third 
Street, Jamestown, N. Y., be- 
lieves that toys should be a year 
around hardware store line. Dur- 
ing the past several years his firm 
has made a regular feature of 


they 





the year—and how 
merchandise 
the line profitably. 


to the holiday 
season. Mr. 
Pitts does not 
approve of the 
practice fol- 
lowed in some hardware stores 
of beginning to display their 
stocks of toys the day after 
Thanksgiving and then storing 
the remaining stock as soon as 
the holiday season has ended. 

He knows by 
ex peri- 



















ence that such stores are los- 
ing valuable volume in toy sales 
the rest of the year and are 
building up resistance against the 
purchase of toys in their stores 
even in the holiday season. 

Persistent, year-around toy ad- 
vertising and merchandising has 
enabled Clark’s to become known 
as a local toy headquarters. This 
reputation serves to boost the 
firm’s volume of toy sales at hol- 
iday time, just as it does during 
the remainder of the year. The 
store concedes that toys are 
usually classed as a seasonable 
line. But so are scores of other 
lines sold in most hardware 
stores. Yet in off seasons most 
hardware merchants do not store 
such stocks and forget about 
them. There are numerous occa- 
sions when presents for children 
are in order and when playthings 
ranging from dolls to play- 
ground equipment are most ap- 
propriate gifts. 

These facts influenced this 
firm, which is located in a city of 
less than 50,000, to formulate 
and follow a well defined mer- 
chandising program for 
toys. In outling this 
program, it is per- 
haps best to 
start with the 


A Clark 
Window 
Display 
of Toys 
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plans 
used for 
the holi- 
day season, 
as it is the 
most active sell- 
ing season, and then 
go around the calen- 
dar. In the newspaper 
advertising used by the store 
it is the policy to focus attention 
in each piece of advertising on 
one line exclusively. As a rule 
either a quarter or a third of a 
page is used for toys. Two col- 
umns wide by fifteen inches deep 
is a favorite size, and if it is 
found effective upon its first ap- 
pearance it is likely to be re- 
peated three or four times. 

The first holiday toy advertis- 
ing appears in the newspapers 
Thanksgiving morning. It is re- 
peated the following morning, 
Friday, and evening and again 
Saturday morning. This invites 
the children to an “open house” 
or holiday celebration in the toy 
department at Clark’s at 2 o’clock 
the Saturday afternoon follow- 
ing Thanksgiving. In conjunc- 
tion with the newspaper advertis- 
ing a large window display fea- 
turing toys is arranged for 
Thanksgiving morning. 

The Opening 


For the Saturday afternoon 
opening the toy department on 
the third floor of the store is en- 
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larged 
to more than twice 

its normal size. Regularly occu- 
pying a floor space 25 by 50 
feet, the holiday display requires 
a space of more than 50 by 50 
feet. Santa Claus is an added 
attraction and he usually has 
some novel but inexpensive gifts 
for the kiddies. Ordinarily more 
than 2000 children, many of 
them accompanied by their par- 
ents, attend the event which gives 
the holiday buying season a fly- 
ing start. The department is 
bright and sparkling with new 
merchandise, including every- 
thing that a good toy department 
is expected to carry. 


After Christmas 


Following Christmas the toy 
department assumes its normal 
size, but is by no means forgot- 
ten. Some time in February a 
general toy window is installed 
and suitable newspaper advertis- 
ing is used in connection with it. 



















The 
Christmas 
Toy Display 


There are many parties in Feb- 
ruary, holiday as well as birth- 
day, and presents are in demand. 
As soon as the weather shows 
signs of spring and sidewalks 
begin to be clear of snow—usual- 
ly in March or early April—an- 
other toy window featuring wheel 
goods is used and also accom- 
panied by newspaper advertis- 
ing. 
The Spring Time 


A late spring window is put in 
during the latter half of May, 
featuring playthings that will be 
of interest during the school va- 
cation period. Another toy win- 
dow goes in during August. This 
usually features outdoor show- 
ers, sand boxes, wading pools, 
lawn play equipment and other 
timely mid-summer items. In 
late October the last window in- 
stalled before the holiday season 
centers attention on playthings 
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suitable for indoor amusement 
during the cold weather ahead. 
Every toy window display is 
accompanied by newspaper ad- 
vertising which focuses atten- 
tion on the same items that are 
featured in the window displays. 
Each window is left in a week if 
it seems to pull and the newspa- 
per advertisement is repeated 
three or four times if the first ap- 
pearance brings results. The 
store has found that when an ad- 
vertisement produces good re- 
sults, a repetition of the same 
copy nearly always amplifies its 
effectiveness. 

Exclusive of the holiday sea- 
son, most of the toys sold by the 
store are purchased for birthday 
or party presents and as presents 
for children who are visiting in 
Jamestown as guests of local res- 
idents. Many playthings are also 
purchased to amuse children who 
are brought to the Chautauqua 
Lake region, of which James- 
town is the chief shopping cen- 
ter, by their parents to spend the 
summer vacation. In addition, 
certain items in the toy depart- 
ment have a seasonable appeal to 
boys and girls of all ages. 


Summer Business 


The population which shops in 
Jamestown in summer is more 
than double that of winter. Many 
summer visitors have children 
and most of them buy some toys 
for the kiddies upon their ar- 
rival. This is one reason why 
sail boats, ranging in size from a 
few inches up to two or three 
feet, sell well during the summer 
months. Motion picture cameras 
and projectors are in good de- 
mand the year around. Mechan- 
ical toys are steady sellers. Toy 
airplanes and airplane model 
sets continue to enjoy a steady 
sale, particularly in the summer 
months. Wheel goods and dolls 
are also always active. 


Mr. Pitts and Harold W. 
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Smith, in charge of advertising 
and window displays, reason that 
if they did not push the sale 
of toys the year around they 
would be passing up a large vol- 
ume of business which would go 
to department stores, sporting 
goods stores, drug stores, and 
the many other retail stores 
which dabble in the toy business 


OUT-OF-DOOR PLAYTHINGS 


wood handies. Variety of sises. 
47c to ) $1.25 
Toy Shovels 
dann baw 


Sidewalk Autos | 
oso ce, 
sis, eet Sark S| 0 


m'G5.45 to $16.75 


Velocipedes ne 
a toy that children never 
$l “Sich aiogn arm. Comine 
$3.25 to $16.50 
Sidewalk Bicycles 
$9.75 to $14.75 


Clark Hardware Co. 


“HARDWARE AND ELECT RIVAL” 
PHONE 6-191 14-18 EAST THIRD ST. 





Persistent, year-round toy advertis- 
ing has enabled Clark’s to become 
known as local toy headquarters. 


these days. They feel that the 
logical place for the sale of toys 
is in the hardware store, which 
handles so many of the items 
that contribute to the convenience 
and joy of living. They believe 
that hardware stores which do not 
push toys the year around are 
overlooking good business and 
are in effect diverting it to the 
door of other retailers. 

The space devoted to toys need 
not be large, they believe, to pro- 
duce profjtable and satisfactory 
returns. The fact that their own 
toy department has always been 
on the third floor, reached by 
stairs and one elevator, even in 
the holiday season, shows that it 
is possible to make such a de- 
partment succeed even if it does 
not have a prominent position on 
the street floor. 


Fireplace Fixtures As 
Christmas Gifts 


Fireplace fixtures for gifts are 
forcefully featured by the Mac- 
kay-Newcomb Co. of Boston. A 
generous assortment of fixtures 
is arranged on the right of the 
customer entering the store, and 
a large black placard, lettered in 
white, reads: “Fireplace fixtures 
make an excellent gift for the 
home. Andirons — Coal and 
Electric Grates — Folding 
Screens—Spark Guards—Fire 
Sets — Wood Baskets — Fire 
Lighters—Kindlers.” 


Shortly before Christmas the 
store arranges a window display 
of fireplace fixtures. A fireplace, 
built with the aid of crepe paper, 
is the central feature of the dis- 
play, with an electric grate pro- 
viding the illumination. Fixtures 
of various sorts are shown 
azainst this attractive setting, 
which helps to speed their sea- 
sonal sale. 
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Not the Cost. But the Up-keep 


by LLEW S. SOULE 


his outstanding problem is today, and nine 

times out of ten he will answer PRICE. 
What he actually means, however, is cost. His vital 
need is a laid down merchandise cost that will enable 
him to profitably meet competitive retail prices. 


When a dealer buys a delivery truck it isn’t 
merely the initial cost that interests him; the up- 
keep comes in for serious consideration. The same 
thing should be true with regard to merchandise 
stocks. In handling merchandise, the retailer is, or 
should be, concerned with many costs aside from 
his own cost of doing business. It is not merely the 
dealer’s own overhead which stands between him 
and the cost he desires. It is largely the general 
overhead of the distribution system under which he 
operates—the accumulated costs of doing business 
from manufacturer to wholesaler to retailer. 


\ SK the average retail hardware merchant what 


True, some manufacturers have seen fit to dis- 
criminate against both wholesaler and retailer in 
matters of price, but once the general overhead has 
been reduced to a minimum, this discrimination will 
not be hard to deal with. 


Part of the overhead of both manufacturers and 
wholesalers is within their own control. The other 
part, however, is more or less beyond their direct 
control; that part which accrues from small direct 
shipments and the breaking of standard packages. 
The Hardware Council has definitely pointed out 
this fact, but in many cases its advice has been un- 


heeded. 


Within the past week a manufacturer showed us 
an order from a prominent wholesale house for 
“one-twelfth dozen” of one of the cheapest tools he 
makes, to be shipped direct to a retailer. He fur- 
ther informed us that his firm receives many sim- 
ilar orders. Every such order represents a direct 
loss to the manufacturer and adds to the general 
overhead. Eventually it must be reflected in the 
prices hardware retailers pay for the goods they 
stock. 

Often a retailer unnecessarily orders a third of a 
dozen of items which are packed a half dozen to a 
standard package; often the same order is repeated 
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almost as soon as the first shipment is in; often 
each order is less than the dealer’s minimum stock 
requirement. True, there are items of which a third 
of a dozen is all the average dealer can buy if he 
expects to get an adequate stock turn. In such cases 
the standard package is too large and should be 
changed. In the majority of the other cases, the 
dealer is, through his method of buying, adding to 
the general overhead and defeating his own purpose 
of obtaining lower merchandise costs. 


It all dates back to an overemphasis on turnover. 
When modern competition forced merchants to in- 
crease their merchandise turnover, many of them 
carried the movement to extremes. They assumed 
the attitude of the patent medicine addict, who rea- 
sons that if one pill is good for him, a dozen will 
bring perfect health. They forget that some reme- 
dies which are beneficial in small doses are rank 
poisons when taken in quantity. 

If the merchandise costs of the hardware dealer 
are to be reduced to a point where he can profitably 
meet the legitimate selling prices of his competitors, 
the general overhead of hardware distribution must 
be reduced. It can be if each factor in the hard- 
ware industry pares down his own overhead and re- 
frains from doing anything that will add unneces- 
sarily to the overhead of the other factors. What 
the whole industry desires is that the consumer shall 
receive his hardware needs at the lowest price con- 
sistent with reasonable profits. The wholesaler and 
the retailer each translate that desire into one of 
lower, laid down costs for themselves. Neither can 
attain the desired end so long as their methods of 
buying tend to increase, rather than decrease, the 
prevailing costs. 

Where standard packages are too large, make it 
known and they will be changed to fit your needs. 
Where they are not, study your buying of stock as 
you would the purchase of a delivery truck—on a 
basis which includes both initial cost and up-keep. 
Put your own overhead where it belongs, then insist 
that the general overhead be held within proper 
limits. But—when you ask for better prices, be 
sure your own contributions to distribution costs are 
both fair and reasonable. 
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What 


Danbury 


HIS mob storms the doors 
SANEURY HARDWAR? every year about Nov. 20 to 
nn “a — attend the formal opening of the 
holiday trimmed and _ stocked 
store. A coupon in newspaper 
ads filled out with name and ad- 
dress of any boy or girl is re- 
deemable for an inexpensive gift. 
Last year 1000 games retailing at 
10 cents were given out. Visitors 
numbered about 2000. Newspa- 
per ads, window displays and 
signs on the trucks announced 
the gift distribution by Santa 
Claus a full week in advance of 
the event. The coupons were 
great for correcting the mailing 
list. 


eee 


LENTY of unusual and 

fancy merchandise mingled 
with the very practical regular 
lines, all trimmed up in holi- 
day spirit, give this store a 
real Christmas bazaar appear- 
ance. Two or three extra sales- 
people are employed starting 
with the opening day so that 
plenty of attention may be 
given to all customers, which 
includes special attention to 
unaccompanied children. The 
entire second floor features 
toys, etc. 
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Does 
At 


Christmas 
Time 


Views and facts 
about Danbury 
Hardware Co., 
Danbury, 
Conn. 
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N cooperation with other mer- 

chants, a_ professional Santa 
Claus is hired. Three or four times 
a week he spends two to three hours 
in the Danbury Hardware store 
greeting the kiddies. On the open- 
ing day he hands out the gift items. 
Howard H. Mignerey and J. W. Mc- 
Collum ran a Christmas tree sale 
last year and sold more than 300 the 
week before the holiday. They found 
trees attracted a great many extra 
customers to the store, many of 
whom were sold tree lights and or- 
naments. The trees sold at an aver- 
age of $1.25, which with the extra 
sale of the decorations often was 
more than $5 per customer. With- 
out the trees displayed outside the 
store, at the curb in the customary 
fashion, this extra business on lights, 
etc., might have also gone elsewhere. 
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1 ae Sales Opportunities 


OO many retail salesmen 
T= inclined to feel that 

they have nothing to do 
with the business except to obey 
orders and draw their wages. As 
a matter of fact nothing is farther 
from the truth. The man who 
only obeys orders and draws his 
wages can never hope to be any- 
thing but a cog in a machine. He 
can hardly hope to be a sales- 
man in the true sense of the word 
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because salesmanship requires 
personal initiative. Also the 
drawing of wages entails a cer- 
tain amount of responsibility be- 
yond the mere obeying of orders. 
The salesman is paid as much for 
the knowledge he possesses, and 
his ability to use it as for his 
obedience to any direct orders. 
It is partly to relieve the mer- 
chant from the routine of con- 
tinually giving orders that intel- 
ligent employees are hired. They 
have a direct responsibility in the 
matter of constructive thinking 
and creative selling. 

The merchant has a mass of 
detail on his mind. He must 
watch markets, oversee the buy- 
ing, handle the finances, look 
after the accounts and shape the 
policies of his store. If he is a 
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real merchant he will welcome 
any practical idea, plan or sys- 
tem from a man on the sales 
floor. The salesman is naturally 
the first to notice that certain cash 
customers have quit trading at 
the store. This affords an oppor- 
tunity to tell his employer about 
it and suggest letters, phone calls 
or personal visits. He is in po- 
sition to detect prospective cus- 
tomers—new people who move 
into the trade territory. Why not 
look these prospects up, get all 
available information concern- 
ing them and suggest that the 
proprietor offer them the privi- 
lege of a charge account? The 
information which a salesman 
can collect concerning a prospect 
also helps him to sell that pros- 
pect on an intelligent basis. 


Another Oppertunity 


Perhaps the salesman may dis- 
cover that certain merchants are 
doing house-to-house canvassing. 
This presents another oppor- 
tunity. He can plan a similar 
campaign in seasonable articles 
or specialties, and talk it over 
with the man who pays his salary. 
He can make a list of his own 
best customers and arrange to 
visit them, carrying samples, 
catalogs or literature. His fel- 
low salesmen can do the same 
thing and each visit will improve 
their selling ability, as well as 
open up channels for future 
sales. 

The average salesman prob- 
ably has fifty or more customers 

(Continued on page 51) 
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By SAUNDERS NORVELL 


LIVER BROTHERS every 
year publish a very inter- 


esting comparison of 
prices year by year, going back 
many years. It is very interest- 
ing at this time to compare cur- 
rent prices with prices prevail- 
ing in 1913. 

Notwithstanding the energetic 
fight for business the past two 
years, notwithstanding the cutting 
of prices, notwithstanding the 
general complaint that business 
at present prices is unprofitable, 
a study of this chart indicates 
that prices generally are higher 
at this time than they were in 
1913. An analysis of business 
conditions in 1913, as compared 
with this year, develops some in- 
teresting facts. 

In many lines raw materials 
today are just as low, or lower, 
than they were in 1913. Prices 
are higher when we .compare 
fabricated goods. Where there 
is very little handwork involved, 
the difference in price is not so 
great. When, however, we com- 
pare those lines involving hand- 
work, we find a greater differ- 
ence. 

A higher cost of doing busi- 
ness in manufacturing, jobbing 
and retail is general. Notwith- 
standing 10 or 20 per cent cuts 
in wages recently, it is found in 
comparing wage scales in many 
lines of business that wages were 
considerably lower in 1913 than 
they are this year. The items cov- 
ering Federal, State and county 
taxes have all very much in- 
creased. Improved service, such 
as the wide radius of delivery by 
trucks, telephone calls and other 
servants of good service, have all 
increased the cost of doing busi- 
ness. 
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In glancing over sales ex- 
penses you will find a big in- 
crease in railroad and Pullman 
rates. In the generally adopted 
European system of hotels, where 
rooms and food are charged sep- 
arately, there has been a consid- 
erable increase in the cost of ser- 
vice as compared with the old 
American plan. Tipping has be- 
come more general, larger and 
more insistent. Tips have be- 
come an important item in an ex- 
pense account. This is almost a 
modern development. In the old 
days there were free buses to the 
hotels. After that there were 25 
cent buses, and now the tariff 
from the station to the hotel is 
generally 50 cents. When you 
are shown to your room the boy 
expects a tip. Every time your 
baggage is handled a tip is ex- 
pected. It must be admitted, 
however, on the other hand, that 
most of the railroads are now 
serving moderate priced club 
meals on their dining cars. This 
is a reaction from the very high 
prices in dining cars in the years 
immediately following the World 
War. The larger and better class 
hotels, too, have been following 
the pressure of competition from 
outside and cheaper restaurants. 
They also are now serving club 
breakfasts, luncheons and din- 
ners at more moderate prices. 

A general sizing up of the ex- 
penses that go into business 
would indicate that all of us have 
quite a little way to travel on the 
road of deflation before we will 
get back to the basis of 1913. The 
extravagant, careless standards 
of doing business that were de- 
veloped during the war became a 
habit with the new generation do- 
ing business, and this generation 


is finding it very difficult to get 
back to the old-fashioned days 
of economy and thrift, and get- 
ting full value for your money. 
However, standards of thinking 
in regard to expenses, by neces- 
sity, are changing. Competition 
is also bringing about a lower 
basis. 

Everything, of course, in this 
world is relative. One of our 
very well-to-do friends had a 
magnificent apartment on Park 
Avenue. He employed a small 
army of servants to run this 
apartment. Recently he invited 
us to a dinner in his new apart- 
ment of some eight rooms at the 
new Waldorf-Astoria Hotel. At 
this dinner he apologized for his 
present cramped quarters, ex- 
plaining that on account of the 
depression and the losses he had 
sustained he had found it neces- 
sary to lower his standard of liv- 
ing. As they passed the caviar, 
his guests all expressed their 
sympathy. 

Recently in the HARDWARE 
AGE we were very much inter- 
ested in a page advertisement of 
one of our leading jobbers, 
pleading with their customers to 
help them reduce the cost of do- 
ing business by buying in full 
package lots. If the jobbing 
trade generally would figure out 
the’ cost of breaking packages 
they would be surprised to see 
how much it costs to do this kind 
of business. The retail trade, of 
course, should not be expected to 
overstock just to please their job- 
bers. But there is no doubt that 
the retailers throughout the coun- 
try are overdoing the idea of 
buying in fractions of a dozen. 
They cannot only save their own 
time, but they can save money 
for their jobbers by buying in 
full package lots. In fact, a lead- 
ing jobber in this country has had 
the courage to issue prices based 
on full box, carton and package 
(Continued on page 37) 
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Fourth of a series 
of articles in narra- 
tive form reporting 
the happenings at a 
retail hardware 
store which organ- 
ized its staff for bet- 
ter sales and profits 


Mlarvin’s 


Store Meetings 


by LLEW 8S. SOULE 


AN DAVIS was the busiest 
\ man in the Marvin hard- 
ware store 
during the week fol- 
lowing the first reg- 
ular store meeting. 
Whenever he was not 
engaged in waiting 
on customers or other 
routine work, he was 
busy doing what he 
termed “constructive 
snooping.” He spent 
an hour or more in 
checking over the delivery book; 
he compared the marked prices 
on several items of merchandise 
with the amounts charged to cer- 
tain customers on the ledger; he 


marked 
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From now on _ there 
will be one price 
in plain 


figures on all goods. 


prowled through the basement 
and warehouse; he even listened 
in as Mr. Marvin han- 
dled a complaint in- 
volving the return of 
a broken _ pocket 
knife. 

Meanwhile he 
steadfastly refused to 
tell a soul — even 
Charlie Hanson— 
what he had in mind 
for the program of 
the coming meeting. 
All of the boys, including Mr. 
Marvin himself, were frankly 
curious as Friday evening ar- 
rived without any official pro- 
gram announcements. 





“Everything ready, Van?” 
queried Myr. Marvin, as_ he 
donned his coat preparatory to 
closing the store. “Yes, sir,” 
Van replied. “Everything is ar- 
ranged. We are not going to have 
any outside speakers tonight. 
I’m planning a ‘family’ affair.” 
“Very well,” said Mr. Marvin; 
‘it’s your meeting and I’m sure 
you have something interesting 
for us. I’ve arranged for an- 
other cafeteria lunch. All back 
at 7.30,” he called, as he turned 
the big key in the front door lock. 

Van’s meeting that evening was 
all that he had hoped it would be. 
It stirred up even more interest 
and enthusiasm than its prede- 
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cessor. Van, in his Sunday best, 
could hardly wait for Mr. Mar- 
vin to turn the meeting over to 
him. 

“Fellows,” he said—‘“and Mr. 
Marvin—this meeting will differ 
a lot from the one Charlie con- 
ducted last week. At that time 
we had Mr. Waldman to do most 
of the talking. Tonight we are 
going to do it ourselves and I 
want every man present to do his 
part. This is to be a straight 
out-and-out family discussion of 
store policies. I’ve been think- 
ing about it all the 
week, and I’ve come 
to the conclusion that 
many store problems 
are merely settled as 
they come up, with- 


DECEMBER 10, 1931 


out any 

definite rules 

or established 

policies. I wouldn’t 

bring this up, but 

Mr. Marvin told us that 

in these meetings he wanted 


us to speak right out on any mat- 
ters we thought could be im- 
proved. 

“‘Now here’s the first one that 
I have jotted down: Yesterday 
I was trying to sell one of those 
new cabinet heaters to Amos 


Jones. He liked it, but thought 

that the price was too high; said 

it was more than he wanted to 

pay. Just then Mr. Marvin came 

by and heard him say so. He 

stopped and talked a few minutes 

with Amos, and then he said: 

‘Well, I’ll knock off five dollars 

for you Mr. Jones because you 
are one of our good customers.’ 

“Now I don’t want to criticize 

Mr. Marvin, but I think the pol- 

icy in cutting that price was dead 
wrong. Amos will tell 

all his friends what 

he paid for that heat- 

er, and we might just 

as well reduce the 

price five dollars to 


every one. I don’t think it is a 
good policy for anyone to give 
better prices on regular items 
than the rest of the store sales- 
men are allowed to quote. It 
makes people think we haven’t 
any regular prices and encour- 
ages them to haggle. Besides,” 
he added, “it is hardly fair to the 
salesman.” 

Mr. Marvin’s brow contracted 
into a frown. He started to rise, 
then apparently realized that Van 
had merely taken him at his 
word. The frown slowly melted, 
to be replaced by a rather apolo- 
getic smile. “Van is right, 
boys,” he said. “I should not 
have done it. I see your point, 
Van,” he went on. “I thought I 
was closing a sale and helping 
Amos out a little; I didn’t realize 
that I was really establishing a 
cut price and reducing our prof- 
its, as well as being unfair to you 
boys. It won’t happen again. 
From now on all goods in the 
store will be marked in plain fig- 
ures and there will be one price 
to every one.” 


Quantity Prices 


“How about quantities?” 
Charlie Hanson asked. “We will 
establish regular quantity prices 
as well as single item ones, on 
merchandise that sells in quanti- 
ty,” said Mr. Marvin, “and you 
will all have a list of those prices. 
The only exceptions will be in 
cases where we have odd pieces, 
damaged goods or close outs. 
Does that suit you, Van?” “Yes, 
Mr. Marvin, and thank you,” said 
Van. “‘Now,” he went on, “I have 
notes of several other cases where 
the policy seems out of line, but 
I want to hear from some of the 
rest of you. Jim has something 
on his mind, I know, because I 

(Continued on page 40) 














TOYS Bring Madways 


512.000 to *14.000 a Year 


By HAROLD FRANKLIN 


LEVEN months of the year, the 
K Wm. Madway store in Phila- 

delphia is a hardware store 
with an active toy department. The 
twelfth month—from Thanksgiving 
until New Year’s day—it is a toy 
store with an active hardware de- 
partment. 

During this holiday season, each 
of the eight big windows facing on 
two streets contains toys—hundreds 
of them. More than this, a glance 
at the interior might lead the casual 
observer to believe that the store is 
Santa’s storehouse for that suburban 
section of the Quaker City. Holiday 
toy volume hovers around the 
$10,000 mark and the average sale 
is about $1. Thus, it will readily 
be seen that, in the short space of a 
single month, the store handles not 
only a lot of toys but a surprising 
number of toy customers as well. 


And After Christmas 


But Christmas sales are not the 
whole story. The Madway toy de- 
partment has developed into a popu- 
lar year ’round business as well. 
Hallowe’en, to cite but a single in- 
stance, almost 400 youngsters paid 
from $1 to $5 each for masquerade 
costumes, not to mention the noise 
and fun makers that went with them. 

All told, toys bring this hardware 
store from $12,000 to $14,000 a year. 
Also, they bring in dozens of cus- 
tomers who may never have become 
acquainted with the store lacking 
this inducement to drop in and shop 
around. In short, not a bad record 
for a semi suburban store faced with 
department store competition and 
the lure of central city shopping. 

Madways has handled toys for 
years. However, success did not 
come as a matter of course. Al- 
though Manager Meyer Madway feels 
that toys find a perfectly logical 
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place in the modern hardware store, 
it is equally true that they demand 
care in merchandising and due re- 
gard to certain essential factors. 

In the first place, he has found 
that toys require plenty of display 
space. Bulky to begin with, they 
must be displayed openly and with 
plenty of aisle room for crowds of 
holiday shoppers. Also, there should 
be a representative selection of a 
wide variety of items. Toys are a 
“shopping” line. Children like to 
see lots of them. They like to make 
their selections in a store where va- 
riety and quality are the order of 
the day. 


This, according to Mr. Madway, 
does not mean that the average small 
store cannot handle toys advantage- 
ously. It merely means that space 
requirements should be given careful 
consideration. If you don’t have a 
lot of it, chances are you can learn 
to make good use of what you’ve got. 
By drastic shifts of stocks, Mr. Mad- 
way believes that practically all but 
the most crowded stores stand a good 
chance of making additional profit 
through toys. 

His own store is unusually large 
and well supplied with windows and 
yet almost three-fourths of the coun- 
ters are devoted to toys at Christmas 





‘HOW TO MAKE A SNOWMAN: 


HE diagram 








at the upper 
left of this 
illustration shows 
a piece of compo 
board upon which 


COMPO BOARD 





we will build our 
foundation for 
our snow man. 
Holes are cut as 
shown for’ the 
handles of an in- 
verted basket to 
be inserted, and 
the notches at 
the bottom § are 
for the stove pipe 
legs. The dia- 
gram at the up- 
per right shows 
how the reverse 
side of the same 
piece of compo 
board will look 
when the founda- 
tion articles are 
placed upon it. 
Provided with 
plenty of cotton, 
we now cover the 
foundation with 
it, placing the 
half of a straw 
hat upon the 
head, buttons on 
the “coat” and a 
carrot for the 
nose. This snow 
man will certain- 
ly intrigue the 
kids. 
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time as are all but one or two of the 
windows. Regular hardware stocks 
disappear to the rear where they are 
readily accessible to store salesmen 
if not to the exploring eyes of 
shoppers. Display emphasis, how- 
ever, is put on toys and still more 
toys in the belief that these must be 
seen and handled to sell. During 
the holidays at least, customers have 
no hesistancy about asking for the 
more commonplace hardware items 
that are not displayed. 

The buying of toys is a highly a 
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numerous novelties of questionable = 


appeal must be considered, too. 

Mr. Madway’s plan is to buy the 
widest possible assortment with only 
a few of each save those items he 
knows as being big sellers. The first 
consideration is that each toy look 
like a lot for the money—either 
from the standpoint of size or qual- 
ity. Color, both in the toys and 
the boxes containing them is another 
important consideration. Also, al- 
though games, dolls, blocks, play 
soldiers, paint sets and similar items 
have not lost their fascination, it 
must be remembered that the big 
demand nowadays is for wheel goods 
and mechanical action toys. - 


Buying Toys 


Mr. Madway makes at least one 
trip to the New York market where 
he selects his toys personally. 

“Of course there is a maze of 
things to select from, but if you have 
still a little of the kid in you, buying 
isn’t so terribly hard,” is the way 
he explains it. “We have years of 
toy selling to guide us but in the 
case of something new where this 
won’t serve, my own estimate of what 
would appeal to me as a youngster 
generally will. And don’t forget— 
your toys must interest the parents, 
too. I sometimes suspect that a lot 
of fathers buy more to please them- 
selves than the children. And here, 
again, the mechanical toys and struc- 
tural building sets have a big in- 
ning.” 

Turnover in toys is about once 
yearly, with about three-fourths of 
the stock selling during the holidays. 
The rest goes more slowly but none 
the less surely during the year. 

However, Mr. Madway warns 
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- Come One! Come ALL! 


* TOYLAND 


. 1OR many, many months we have been planning to make your Christmas Toy Shopping de 
Wea A lightful and semple. We have searched the markets for things that are new and nove, 
\ interesting Toys . Toys thet are unusual’. . . just the sort of Toys and Games that gladden 
the hearts of ehddren. The result is that Toyland is « veritable bazaar of loveliness Te ws filled 
with color-and charm of myriads of things that stir one's imagination. 


Sat jt matters not what Toy or Gainé you may desire ... whether it be inexpensive or costly, you 
will find here a selection that is greater than we have ever prasented before, and you may ac 
cc. each offenng as 0 representative value of thes establishment 


H..c, one will find out-of-the-ordinary Toys and Games, almost without end. And too, Toyland 
ie tehunsing with late people. curly 
“dolls. polite boyish dolls and dolls that are ready for play at any tume 
others, just too many to tell about. 
Then, too, there are Pull Toys, Dall Furniture and Doll Cabs. Also, Dogs and Cats and Teddy 
Bears—just the most lovable little fellows you ever did vee, wath solt colored fur and twinkly 
cologed eyes and the funny little noses. And they all want » playmate, OH, very much Yes. 
q there are toys and games for little tots, for baby and grown-up brother and sister Toys for 
FAB young mechanics. for little mothers. In fact. so many that TOYLAND wants to welcome you 
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The full-page advertisement used by the Smith-Winchester Co., Jackson, Mich., 
last season is one example of what the merchant can do to focus the public’s 


attention on the seasonal opening of the Christmas toy department. 


On this 


particular occasion free souvenirs were offered to the kiddies. 


against attempting to carry on dur- 
ing the year with only the stock that 
is left over from Christmas. He 
never lets customers get the idea 
they know all there is to know about 
his department. There is always 
something new. Buying is arranged 
so that small lots of new numbers 
are constantly coming in through the 
early months of the year. In June 
the holiday stock begins to arrive. 
Enough of this is added to displays 
from time to time to keep up interest. 
Even regular visitors will find some- 
thing among the toys that they have 
not seen before. 

Thanks in part to this constant 
“sweetening” sales are never neces- 
sary. 


. 


“Price buying in toys doesn’t 
amount to much,” says Mr. Madway. 
“There are few nationally known 
items of standard-price and not many 
people would know a bargain if one 
were offered. Consequently, the store 
that gets their confidence and which 
handles toys that look like plenty 
for the money gets the business. 
Prices generally run in multiples of 
25c. or $1 so when we want to move 
an occasional item we may mark it 
down to 20c. or 95c. or some similar 
figure representing a small reduc- 
tion. But we never feature it as a 
sale or special.” 

Open displays are regarded as 
essential. People are encouraged to 
roam around among the toys to their 
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hearts’ content. To avoid breakage 
on mechanical outfits, keys are some 
times hidden. On others, the boxes 
are opened and set into the lids. 
Then ribbons are tied around them 
so their contents cannot be removed. 

When a Madway salesman is ap- 
proached by a customer who wants 
a gift suggestion, he first inquires 
whether it is intended for a boy or 
a girl and of what age. With this 
information, selection of a suitable 
item is easy. 

Practically all Christmas stock is 
in by Oct. 1. Then begins gradual 
enlargement of this department. By 
Thanksgiving, toys have dominated 
both store and windows. Christmas 
atmosphere pervades the place. This 


transformation is pleasing and ap- 
propriate—not to mention profit- 
able. 

The toy lay-away plan has proved 
a big success here. Customers make 
their selections early and have them 
laid away for Christmas delivery. A 
10 per cent deposit is required with 
order, payments being so arranged 
as to be completed before the goods 
leave the store. From 300 to 400 
customers take advantage of this 
plan every year. The number of 
those who do not complete their 
payments ‘is surprisingly small— 
about one per cent. 

Most of the toy business is done 
the three or four days just preceding 
Christmas. Try as_ storekeepers 





exist. 


and so it goes in. 


endeavoring to do. 





Business Birth Control 





R. J. Van Hyning senses the importance of locating hardware 
stores in favorable places as advocated in HARDWARE AGE last 
week under the title “Business Birth Control.” 


MonTPELIER, Ox10—I like the front page of your December 
3rd issue because for the last couple of years I have been advis- 
ing wholesalers, and manufacturers also, that they absolutely 
must place themselves in a position to render more of a service 
to the dealer than mercly supplying him merchandise. In the 
olden days consideration of location was not such an essential 
thing, neither were many of the other services that are now very 
much in order if the independent retailer is going to continue to 


In the hardware field no jobber that I know of employs a man 
with sufficient training and experience to be able to give to the 
dealer proper recommendations as to location, type of windows, 
illumination, equipment and merchandise layout, and yet this is 
absolutely essential if a dealer is to be successful. Justa week 
ago the writer was called in to consult with a retailer in a busi- 
ness other than hardware; he had been up talking to the head of 
a particular association, was in need of help, not in the best of 
shape, but with someone’s approval was moving from the good 
side of the street to the poor side of the street so that no matter 
what effort he made to better his general store condition he had 
immediately placed a severe handicap on his business by moving 
to the poor side of the street where the least possible amount of 
traffic would pass his windows and store. 

Too frequently merchandise is put in the opening order that, 
first, is not even in season, and second, is not readily salable in 
the particular kind of store, yet it pays the jobber a good profit 


I want to compliment you on the constructive work you .are 


R. J. Van Hynine, 
Chief Merchandising Counsellor, 
W. C. Heller & Co. 








36 


might to get folks to “buy early.” 
there is always a last minute rush. 
This is especially true of toys and 
the dealer must be prepared. There 
should be plenty of competent sales- 
men, ample wrapping facilities and 
good delivery service. 


Makes Sure of Deliveries 


One sure way for a store to lose 
out is to keep customers worrying 
over late deliveries. At Madway’s, 
no promise is made unless it can be 
kept to the letter. It is the usual 
thing for the store’s trucks to be 
busy until.well after midnight on 
Christmas Eve. delivering goods pur- 
chased only a few hours before. No 
matter how late an order is received. 
Santa (in the person of the hardware 
dealer) cannot afford to disappoint 
the children on Christmas morning. 
Nor should he even allow doubt to 
arise in parent’s minds as to the 
sanctity of delivery promises. 

Besides the items already men- 
tioned, the Madway stock includes 
wagons, rocking horses, doll coaches 
and cribs, electric and wind-up 
trains, playhouse furniture, air and 
pop guns and a host of miscellane- 
ous novelties. Christmas tree deco- 
rations are passing out in favor of 
tree lights and wreaths. 

Other juvenile items handled in 
this store include toy desks, chairs 
and a goodly selection of school sup- 
plies. The Hallowe’en costumes 
previously mentioned were added 
following the successful handling of 
cowboy and Indian play suits dur- 
ing the holiday Big Selling Season. 

“The up-to-date hardware dealer,” 
says Mr. Madway, “can sell almost 
anything within reason that he will 
first study and then push. Toys and 
all the varied juvenile merchandise 
that comes under this general head- 
ing aren’t a side line or small de- 
partment with us. They’re an in- 
tegral part of the business—and a 
profitable one, too. What’s more, 
they serve to introduce customers to 
our store. Lots of these come back 
later to buy regular hardware items.” 

The parent who still retains his 
childhood fondness for toys retains 
his youth—in spirit at least. And 
perhaps the Madway success is ac- 
counted for largely because, through 
stock diversification and sound sell- 
ing, it has gone far towards keeping 
young in a merchandising way. Toys 
offer but a single instance. 
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The Galt Southwest Survey 


From California 


Los ANGELES, CaL.—There is prob- 
ably nothing of importance disclosed 
in the report but what is known to 
practically all jobbers and also to many 
retailers, yet it is a correction of the 
evil and not the knowledge that it ex- 
ists that is of paramount importance. 

The distribution of the dollar through 
the retailer, wholesaler and manufac- 
turer is of course interesting but of 
little moment in the basic principle in- 
volved which, to my mind, is the fact 
that owing to the extreme competitive 
condition as outlined in the report, the 
cost of distribution is altogether too 
high and unless remedied eventually 
another and more economical distrib- 
uting channel will supplant us. 

One of the great costs of distribution 
is occasioned by the excess number of 
manufacturers, wholesalers and retail- 
ers all competing, with necessary over- 
heads, for the same consumer dollar. 
As an example, I would cite that an 
article the material and labor of the 
making of which costs $1 must be sold 
to the consumer at not less than $2.50, 
of which approximately $1.10 goes for 
overhead and selling expenses, and 40c. 
for profit and transportation. In case 
the article is heavy or bulky a higher 
price, on account of transportation 
charges, must be exacted. As an alter- 
native method of distribution the 
“chains” are able to perform the ser- 
vice with an overhead of approximately 
70c., thus being in position to retail 
the article at a price of $2, leaving 30c. 
profit to be divided two ways instead of 
40c. divided three ways as covered by 
our system. 

With the handicap as shown above 
confronting the independent retailer, 
independent wholesaler and indepen- 
dent manufacturer who is compelled 
by the excessive and expensive motions 
which he indulges in, so forcibly 
pointed out in the report alluded to, 
that he must charge the consumer ap- 
proximately 25 per cent more for an 
article than it can be secured for 
through other channels, with profits 
practically the same, would cause me 
to believe that the existence of this 
over-competitive and expensive chain 
will sink many of the retailers, jobbers 
and manufacturers who are links there- 
to unless corrected at an early date. 

Under the over-competitive system in 
use we are too badly handicapped to 
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weather a prolonged scant business 
cycle; therefore, the only remedy I can 
suggest is to clean our own house, vol- 
untarily consolidate, merge, buy or sell, 
and do it while the conditions are good 
and not wait until we are so impover- 
ished that all desire to, or must sell; 
and few are willing to, or can, buy. 

The thoughts as given apply alike to 
retailers, wholesalers and manufac- 
turers, all of whom are equally injured 
by the over-competitive, over-expensive 
method we are today pursuing, the 
remedy of which is fewer and better 
retailers, wholesalers and manufac- 
turers, and thus by the saving effected 
by fewer institutions each will do a 
larger business at a considerably less 
overhead and correct to a large extent 

the evils as pointed out in the report. 
SHANNON CRANDALL, President, 
California Hardware Co. 


From Pennsylvania 


Warren, Pa.—I believe that if the 
average hardware jobber would spend 
more time trying to develop one good 
account than to slight this one because 
he feels that by calling on more trade 
he may secure more new accounts. 

While we all have to have a certain 
number of new aecounts to take care 
of those which drop off, I firmly be- 
lieve that concentration on a few good 
accounts that you have would reduce 
expenses and get more business. 

Also believe if a jobber salesman 
would spend less time trying to sell 
goods at retail at wholesale prices it 
would be a step in the right direction. 

J. S. RHopABERGER, President, 
Pickett Hardware Co. 
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lots. This jobber states frankly 
on his price list that he will not 
break these packages. We have 
been advised that this idea has 
not only led to a substantial re- 
duction in their cost of handling 
orders, but it has also led to an 
increase in the volume of their 
sales. We recommend this plan 
to the jobbing trade generally. 

Goods in almost all lines are 
packaged in very small lots. It 
is no hardship for the retailer to 
buy in these quantities. If the 
hardware trade generally would 
insist upon full package lots, it 
would effect a great saving in the 
cost of handling goods. 

The jobber’s traveling sales- 
man also has his responsibility in 
this matter. He should have the 
courage to ask his customers to 
buy in full package lots, espe- 
cially in the many low priced 
items in the hardware line. Many 
salesmen will unthinkingly ac- 
cept an order for a third of a 


dozen when the goods are packed 
half a dozen to a box. In most 
instances, if the salesman would 
take the time and trouble to per- 
suade his customer to increase 
his order to the half dozen, the 
dealer would do it. Some deal- 
ers have got into the 1/6, 1/4 and 
1/3 dozen habit of buying goods. 
This is just a habit. On most of 
these items, especially the low 
priced ones, they could afford to, 
and should.buy in the larger 
quantity which makes a full 
package. Of course, in the case 
of very high-priced goods or spe- 
cial orders, that is a different 
matter. We are only pleading 
with the retail merchants in their 
buying to follow the rule of rea- 
son, and, just as far as possible, 
where it does not cost them any 
more, to help out their jobbing 
friends and lower distributing 
costs by buying in full package 
lots. 
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Women’s Sports Appare 
mae & eh 


W. J. Pettee, of Oklahoma City, Okla., 

operates a high class department which 

has a state-wide appeal. Mrs. English 
in charge of the department 


HAT the aggressive hard- 

ware dealer cannot afford 

to overlook the display and 
sale of women’s sports apparel 
has been definitely proved by W. 
J. Pettee & Company, Oklahoma 
City, Okla., one of the largest 
retail hardware organizations in 
the Southwest. In addition to a 
four-story department hardware 
store in downtown Oklahoma 
City, the Pettee company oper- 
ates five community stores lo- 


Illustrations show how Pettee’s display and advertise women’s sport apparel 
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cated at advantageous points 
throughout the city. 


Carry $5.000 Stock 


The ladies’ sports apparel 
shop, opened at the Pettee 
headquarters store in April, 
1931, has grown to be both 
popular and profitable, and 
its volume of business has 
been gratifying. “If all de- 
partments were as successful 
as our women’s sports ap- 
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Mow Yall Perty 

Ofered to the pk 
Bridge Shee Made New Are 
Second Fleer Payable Nov. 10 


Oklaboma’s Greatest Hardware Organization 


Get Ready For The 


HORSE SHOW 








At the Oklahoma State Fair 
Three Nights Wednesday, Thursday and Friday,. 
September 30-October 2 
rg he cep ania 6 ided for members of the several Okishoma | 
City Riding Academies. |f you have planned to take part, you'll surely 


CHOOSE YOUR RIDING TOCS WISELY AT— 


Pettee’s Sports Shop For Women 


ON THE THIRD FLOOR 
The ae mae Marks the 





And this trim line ore wth mae Three- 
button coats of broadcloth, in bi: 
brown. Mannish-tailored; fly ined Pr ice $27. 50 


Other Riding Cogts in Brown or Gray Mixtures: 
Priced ‘319.75 to $22.50 


Bright jee a the 
reeches 


Yes . a... eee = 
ot the ld fan tan a ack All on 
gabardines and whipcords. 


$9.00 to $22.50 
Jodhpurs of above 
materials in all the new fall shades 
$1, $13.50, $15 on $1750 
Cotton Gabardine Breeches and 
jodhpurs $5.50 te $6.50 Mi, 
Casual Charm Gives Chie tothe 
New 





fy 


From England 
They're of soft felt hacemos ied 
cee — “in beck: brown, tm Fated « green. 
ope in : . nant, beige 
‘Smart be! ° 
Riding Boots ZEsereer $11'50 
2 
The regulation boots that the Brit: bo my cf - > 
ish make to perfection. Long and Cot eS 
shapely; of finest leathers, in black Smart Mew 
and tan. Boots that give the last ACCESSORIES 


touch of correctness to the riding 
ensembles. 


Price: $22.50 


Smarteedhpur Boots of soft calf- 
skin and bleached 
faltshin lined +++.» 912090 





WwW. J. DETTEE & COMPANY 
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parel section, we would not have 
a thing to worry about,” Karl J. 
Elliott, store manager, said. 

An average of $5,000 worth of 
stock is carried in the shop, as 
compared with $2,500, the ap- 
proximate figure for the amount 
of women’s sports apparel car- 
ried when handled through the 
regular sporting goods depart- 
ment on the main floor. The vol- 
ume of business handled by the 
new department has averaged 
$2,500 per month, May and 
June were the best months, while 
business was quietest in August. 


Mrs. English in Charge 
The shop, with Mrs. Rose En- 


glish in charge, is located on the 
third floor, and carries a line of 
sports wear which is complete 
and up-to-date for every season 
and every sport. Operation of 
the shop is under the general 
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supervision of C. P. Morgan, 
manager of the sports depart- 
ment. Mr. Morgan handles all 
of the buying, depending, of 


course, upon Mrs. English to 


keep him advised as to what mer- 
chandise is moving or what new 
products are being called for. 


Moderate Prices Prevail 


Throughout the recent months, 
moderately priced merchandise 
has sold more readily than the 
expensive goods, Mrs. English 
said. In former years, however, 
more expensive sports apparel 
was handled, and Mrs. English 
anticipates a return to the better 
class of merchandise in 1932. 
Cheap apparel has never been 
handled, and cannot be sold prof- 
itably in the small department 
because of lack of room for the 
larger stock which would have to 
be carried. 









Dresses and suits ranging in 
price from $16.95 to $29.50 
have found ready sales. For 
riding breeches, the most popular 
prices have been around $10. 
The price range, however, is 
from*$9.75 to $22.50. 

Although Pettee’s strives to 
carry a complete range of sizes, 
the most popular sizes are 16 to 
20, or 34 to 40. It pays the shop 
well to carry a few items of the 
extreme sizes, even though this 
stock will necessarily be small, 
Mrs. English said. 

Riding goods has provided the 
greatest sales volume, with about 
50 per cent of total sales being in 
this line. 

Special prices are announced 
on various articles from day to 
day. Reductions of 10 to 25 per 
cent are made in the price of the 
day’s special item. Merchandise 
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of $10 to $30 value is used for 
the “specials.” 

Continuous display in the ves- 
tibule of the window to the right 
of the store entrance, additional 
displays on the main floor, and 
entire window displays at regular 
intervals serve as one of the best 
advertising plans. In addition, 
Pettee’s advertisements are car- 
ried in the Daily Oklahoman and 
Oklahoma City Times, with state- 
wide circulation, reaching pros- 
pective customers in every sec- 
tion of the Sooner State. 

In its statewide appeal, the 
shop caters to the young women 
who are attending the University 
of Oklahoma at Norman, twenty 
miles south of Oklahoma City, 
as well as the students from other 
State colleges and universities 
who visit the city. 

Mrs. English always has on 
hand smart ensembles for golf, 
riding, tennis, fishing and hunt- 
ing, swimming and other sports. 
Regardless of which article the 
purchaser selects, there always 
is a complete outfit to match it, 
and Mrs. English is ready to sug- 
gest purchase of the additional 
apparel. She would rather miss 
a sale, however, than to sell an 
article with which the customer 
would not be pleased after leav- 
ing the store, she says. The wo- 
men’s sports apparel shop prob- 
ably has greater percentage of 
repeat business than any other 
department in the store. Stock 
includes ties, belts, hats, golf 
shoes and novelty jewelry for all 
sports occasions. 

Closest hook-up with the wo- 
men’s sports apparel shop is the 
luggage department. Vacations 
which call for sports wear, also 
call for suitcases, trunks and 
overnight bags. With the lug- 
gage section adjoining the sports 
section, additional sales often 
are made. 

Various 


outstanding sports 
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events are followed closely, with 
advertising and window displays 
being used to suggest that the 
women get ready for these spe- 
cial events by choosing their togs 
at Pettee’s sports shop for wo- 
men. Mrs. English, intensely in- 
terested in her line of merchan- 
dise, always is enthusiastic, and 
has no trouble in getting her 
visitors interested. She makes 





friends who always come back 
for suggestions as to sports wear 
best suited to their needs. 

Women’s sports apparel, which 
only a few years ago crowded 
into the picture which was domi- 
nated by sports equipment for 
men, now threatens to overshadow 
the masculine sporting goods 
business in department hardware 
stores. 





Extra Services for Christmas Shoppers— 
Extra Sales 


S an extra service to Christmas 
A shoppers, W. J. Pettee & Co., 
Oklahoma City, Okla., has 

this department featuring wrapping 
materials and cards, prominently lo- 
cated. As can be seen in the picture, 
the display includes green, red, white 
and holly design tissue paper, color- 
ed string, Christmas stickers bearing 
appropriate messages and a full line 
of holiday cards. The last can be 
used as gift tags on packages or as 
holiday greeting cards. These items 
in connection with Christmas tree 
ornaments, filled stockings, tinsel and 
electric tree lights comprise a very 
active department during the month 
of December. Every item in the 
group is profitable and in demand. 
Practically every sale made is an 
extra or second sale supplementing 


some other purchase made. The ad- 
dition of this extra service during the 
holiday buying season is most im- 
portant from the consumer’s stand- 
point. Everyone prefers to shop in 
a store where the entire problem of 
gift buying can be handled under one 
roof. Pettee’s wide assortment of 
merchandise suitable for gift pur- 
poses plus the stock of wrapping 
materials and cards enables custom- 
ers to prepare with proper holiday 
trimmings for shipment or delivery 
all gifts purchased in the store. Pen 
and ink on a small table nearby com- 
pletes the service for which customers 
are grateful. The size of the space 
and the extent of the stock devoted to 
these extras can be governed on the 
available space and the attention 
given specifically to the gift market. 
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Portates, N. M.: Provide names of 
several firms making ornamental iron 
gates——E. N. Neer Hardware Co. 

ANSWER: American Steel & Wire 
Co., 208 S. LaSalle St., Chicago, IIl.; 
The Stewart Iron Works, 614 Stewart 
Block, Cincinnati, Ohio; Fred J. Myers 
Mfg. Co., Hamilton, Ohio; Cyclone 
Fence Co., Waukegan, Ill., and Clay 
Equipment Corp., Cedar Falls, Iowa. 


* «¢ ¢ 


Upper Monrcrair, N. J.: Who makes 
a small folding lunch box suitable for 
school children?—Smith’s Hardware, 
Inc. 

ANSWER: Geuder, Paeschke & Frey 
Co., 1360 St. Paul Ave., Milwaukee, 
Wis.; Hampden Mfg. Co., Westfield, 
Mass., and Kennebunk Mfg. Co., 50 
Charles St., Milton, N. H. 


* * %* 


Attanta, Ga.: Provide names and 
addresses of several manufacturers of 
hand operated machines that remove 
husks from oats without cutting them 
in small pieces. Such machines are 
used in preparing feed for small 
chickens.—J. M. Alexander & Co. 

ANSWER: Acme Mfg. Co., Cedar 
Falls, Iowa; Roscoe Huller Co., Fort 
Dodge, Iowa, and Glasener Shocker 
Mfg. Co., Cedar Falls, Iowa. 


- eS 


Port-oFr-Spain, Trinmap, ~ B.W.L: 
Provide names and addresses of reliable 
U. S. A. manufacturers of miniature 
incandescent lamps for automobiles; 
brake lining, clutch facing, etc.; and 
general hardware—C. Gordon Maca- 
dam. 

ANSWER: Complete lists of Ameri- 
can manufacturers of the products 
mentioned as they appear in the Hard- 
ware Age Buyers’ Catalog were pro- 
vided in response to the above request. 

* * * 


New York, N. Y.: Who makes 
leather covered, quart size, pocket 
flaskks?—-R. K. Carter & Co. 

ANSWER: Warren Leather Goods 
Co., Worcester, Mass., and A. J. Gal- 
laher, 46 Clifford St., Philadelphia, Pa. 


* + 


Danvitte, ILt.: Furnish names and 
addresses of two or three manufac- 
turers of. brass coat checks, such as 
are used in hotels—Otto R. Schultz 
Hardware Co. 

ANSWER: Superior Seal & Stamp 
Co., 1400 Vermont Ave., Detroit, Mich.; 
S. G. Adams Co., 411 N. 6th St., St. 
Louis, Mo., and N. Stafford Co., Ist 
Ave. and 53rd St., Brooklyn, New York. 
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Information regarding 
sources of supply as pro- 
vided readers of Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 
have been selected because 
of their general interest to 
hardware merchants and 
buyers. 


Great Neck, L. I, N. Y.: Who 
makes the Clarke Midget floor scraper? 
—Fileman’s Hardware Co. 

ANSWER: A. A. Clarke Co., 279 
Lafayette St., New York, N. Y. 


= * * 


DANVILLE, Va.: Who makes a black- 
smith forge bearing the name “Im- 
perial Forge No. 81”?—Vass-Mobley 
Hardware Co. 

ANSWER: Champion Blower & 
Forge Co., Lancaster, Pa. 


* + 


Nites, Micu.: Who makes Safeway 
aluminum _ kitchen tongs? — Coates 
Hardware Co. 

ANSWER: Gordon Mfg. Co., 110 E. 
23rd St., New York, N. Y. 


ee © 


GaeTton, Pa.: Provide addresses of 
several manufacturers of orchestra and 
band instruments.—Devling Brothers. 

ANSWER: Buescher Band Instru- 
ment Co., Elkhart, Ind.; C. G. Conn, 
Ltd., Elkhart, Ind., and Rudolph Wur- 
litzer Co., 121 E. 4th St., Cincinnati, 
Ohio. 

* *% * 

New York, N. Y.: Advise where 
Bulldog wood clothes clips can be ob- 
tained.—International Manufacturing & 
Distributing Co., 24 E. 18th St., New 
York, N. Y. 

ANSWER: U. S. Clothes Pin Co., 
Montpelier, Vt. 






Sasakwa, Oxkta.: Who makes pocket 
knives branded “I.K.Co.”? —Sasakwa 
Hardware Co. 


ANSWER: Imperial Knife Co., Inc., 
14 Blount St., Providence, R. I. 


* * * 


Apion, N. Y.: Where can repairs 
for Comfort gasoline irons be secured? 
—Orleans Hardware Co. 

ANSWER: National Stamping & 
Electric Works, 3212 W. Lake St., Chi- 
cago, Ill. 

* # & 

Datias, TEX.: Where can blades for 
the Curley Ideal safety razor be ob- 
tained?—W. S. McGraw. 

ANSWER: Burham Safety Razor 
Co., 388 Hudson St., New York, N. Y. 


* * * 


New Beprorp, Mass.: Who makes 
Hartford quick adjusting, double bar 
clamps?—DeWolf & Vincent. 

ANSWER: Billings & Spencer Co., 
Hartford, Conn. 


a ee 


THomaston, Conn.: Who makes the 
King No. 12 cream separator?—H. L. 
Blakeslee. 

ANSWER: King Mfg. Co., Rano & 
Welland Sts., Buffalo, N. Y. 


+ # © 


VINALHAVEN, ME.: Who makes 
No-Kol room heaters?—The Fifield 
Co., Inc. 

ANSWER: Petroleum Heat & 
Power Co., Stamford, Conn. 


* * * 


Ripcewoop, N. J.: Who makes 
Cape’ Cod fireplace lighters ?—Fos- 
ter’s Paint & Hardware Co. 

ANSWER: Janusch Mfg. Co., 282 
E. 135th St., New York, N. Y.; S. M. 
Howes & Co., 503 Medford St., Bos- 
ton, Mass.; Edwin A. Jackson & Bro., 
50 Beekman St., New York, N. Y., 
and Todhunter, Inc., 119 E. 57th St., 
New York, N. Y. 


* * * 


Syracuse, N. Y.: Who makes gas 
hose cocks?—Dayton Hessler Co. 

ANSWER: Advice Machine & 
Mfg. Co., 749 S. San Pedro St., Los 
Angeles, Cal.; Detroit Brass & 
Malleable Works, Detroit, Mich.; 
Roberts Brass Mfg. Co., Fort St., 
Detroit, Mich., and Mueller Co., 
Decatur, Ill. 
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INDOWS with the holi- 

day atmosphere are here 

presented. The top win- 
dow on page 42 comes from 
M. S. Young & Co., Allentown, 
well known for their high grade 
hardware windows. The lower 
picture is presented by courtesy 
of the McKinney Mfg. Co., and 
is an attractive showing of fire- 
place fixtures which are a par- 
ticularly appropriate item for 
this season. 


On this page we have an effec- 
tive handling, in a small window, 
of winter sports goods. It was 
used by the Nicholas Hardware 
Co., Oak Park, Ill., now owned 
by The Fair, Chicago. 


Stambaugh - Thompson, 
Youngstown, Ohio, another hard- 
ware firm which produces uni- 
formly fine windows, send the 
lower picture featuring vacuum 
cleaners as Christmas gifts. 
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HARDWARE AGE 
ADVERTISING 
SERVICE 

FOR THE 


— HARDWARE AGE 
ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest 
illustrations. Copy is always supplied in so far as it is practical for 
use by all of our clients. 









































The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 

4 to show former as well as reduced price. If any question arises con- 
Aunt Mary Say S: cerning the use of these ads, write us. You’l find us willing to help 
you sell more hardware at all times. 





Now is the time to watch for 
real bargains! (store name) are 
navies a Big Clean-up Sale be- 


nena 5 OREO You'll find 

practically everything you need 

in the way of housewares re- 
duced from _ % to % for quick 
pee ma A — miss this grand 
or ee If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, in- 
closing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
(List Items Figure the charge of 35c. for each cut when“less than ten cuts are 
With Prices) ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 


bookkeeping for small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
YOUR STORE NAME 239 W. 39th St. New York City 
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Start the New Year Right 
Old Time Clearance Visit Our 
Household Needs Big Clearance Sale 


A real Old Fashioned bargain 


sale with all New Fashioned If you have resolved to be Thrifty durin 
g 1932 and insist on getting 
merchandise. Prices ~~ the most for your dollars—and getting quality as well as quantity 
= im yg yd % for qu “7 then by all means be on hand ........ morning at the opening 
the differ i new ane oe of our Big Clearance Sale—Tremendous Bargains throughout the 
e erence : store—High-grade Merchandise reduced as much as % to clear out 


before we take our annual inventory. 


(List It : 
With Prices) With Prieee) 
YOUR STORE NAME YOUR STORE NAME 
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Gooa Aas Witt Aia Greatty to Ciean Up 
For 1932 
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We must Clean up our stocks to get ready for inventory and the 
new spring merchandise and we mean to do it during this great 
Clean-up Sale. Prices have been cut and cut many times to \%. 
You'll make real savings on the things you buy during this great 
sale—and remember everything you buy will be first class mer- 
« chandise in: perfect condition, even though the price is the lowest 
you’ve ever seen. 





SPECIAL | jp 
$0.00 IZ 
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(Brief , 

Electric Bathroom 

Clocks Cabinets 
Formerly 


$().00 


Now you can afford an 
electric clock — have 
the right time—all the 
time. Models in Ma- 
hogany for the radio 
or mantel as well as 


$0.00 


An exceptionally good 
value in Bathroom cab- 
inets—made _ through- 
out of select cabinet 








colored porcelain clocks wood — genuine plate 
for the kitchen. This glass mirror, size 
low price only while TTS6 finished in lustrous 


enamel that will give 


Beautiful Stemware | ov%,.0° °° ° 


(List $().00 (List 


Additional For 6 Additional 
Clearance Items) Hand blown lead glass * Clearance Items) 
b- 


of the newest designs. 
lets, Sherbets, cocktail glasses, 
iced Tea glasses. 


All Wheel Goods '% Off 


What an opportunity 
to buy that boy a 
“‘bike’’ — a wagon or 


special group lasts. 














velocipede—at exactly 
one half their original 
selling price. All first 
class merchandise in 
perfect condition — 
quantities are limited 
—and they won't last 
long at these prices— 
Better come early! 


$0.00 


(List Wheel 
Goods With 
Tr Prices) 


STORE NAME 














YOUR 





EE meg |” e 3 —~g= pe 


2 
~ 


HARDWARE AGE 
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FOR THE 
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At this Christmas season, we 
wish to express our deep ap- 
preciation of the generous 
patronage we have enjoyed. 
We hope your Christmas will 
be a happy one and that 1932 
will bring you health, happi- 
ness and prosperity. 


YOUR STORE NAME 
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With the arrival of 1932, we 
sincerely hope that health, 
happiness and _ prosperity 
comes to you. With the defi- 
nite assurance that the trend 
of business is going up 
again, the new year should 
inspire us to greater effort 
on the part of each individual 
to keep his face to the sun 
and help speed the return of 
good times. 


YOUR STORE NAME 
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ULL command of your win- 
dows and advertising will 


no doubt be given over to 
Mr. Kris Kringle during the 
days from now until Christmas 
Eve. If you give him plenty of 
room and attention he will turn 
over a highly satisfactory report 
of sales during the holiday sea- 
son. 

Friends made now will be 
friends for many years to come, 
and one of the things that must 
be borne in mind is that prom- 
ises of delivery must be kept to 
the very last letter. If customers 
are disappointed in the matter of 
gift deliveries, it is a pretty safe 
bet that these same customers 
will be among the missing later, 
and they will not be good adver- 


Santa’s Big Week Is Here 


tisers for your store. So, be sure 
to get the parcels delivered at all 
costs. 

But let us get to the matter of 
our special window display sug- 
gestions: In both instances the 
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background pictures may be exe- 
cuted as cutouts or as posters to 
be pasted on the background. 
The cutout idea offers the addi- 
tional opportunity of placing 
some light behind the cutout, 
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thereby throwing the picture up 
more advantageously. 

Much can be done to enhance 
these displays if you have a 
floodlight over which may be 
placed a colored gelatine. Arti- 
ficial frost sprinkled (on the 
floor of the window only) will 
give a very pleasing effect. 
There is something about these 
color floods that adds to the ap- 
peal of merchandise. The lamps 
are not expensive, some can be 
bought for less than $10 and 
they are useful at all seasons. 
They make your windows stand 
out from ‘the other windows on 
the street. 

In the window of sporting 
goods it might be well to place 


HOW TO DRAW THE POSTERS 


Decide how many times you wish 
to enlarge these pictures, then di- 
vide the space of your large sheet 
into the same number of squares 
and proceed to map out your de- 
sign as_per the copy. The indexing 
along the side and top are to assist 
in locating your starting points as 
you work. 


the cutout Santa about the center in this case since we have suf- 
depth or a little back of that ficient color in the cutouts and 
point. Merchandise may then be other decorations. 

arranged around all sides of the If your windows afford greater 
cutout and the Christmas gar- space than that indicated in these 
lands strung from it. In both suggested arrangements, that is 
these windows the importance of no reason why you should not be 
uniform price tickets is stressed. _able to utilize these layouts. By 
Plain white tickets will do nicely using the general scheme as to 
balance and _ arrangement, 
spreading the component parts, 
and filling in with additional mer- 
chandise, the same general effect 
may be obtained. The smaller 
window may also be used for 
these suggestions. The point is 
to adapt the idea to your own 
requirements. It is being done. 
You can do it profitably too. 

At this season nothing is more 
important than plenty of light. 
The windows and store that is 
brightest will, it is safe to say, 
get the lion’s share of the atten- 
tion. Here are your window 
ideas, dress them with care, light 
them generously, and watch the 
sales they pull. 
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Executive News of 
Changes, Meet- Retailers 
ings, Current Jobbers 
Events in the and 
Trade of t h e Manufacturers 
HARDWARE AGE FOR DECEMBER 10, 1931 
HORROCKS-IBBOTSON, Abbey & Imbrie line and by | Birds, how to make them pay on RAND TO REPRESENT 


ABBEY & IMBRIE MERGE 


E. D. Ibbotson, president, Hor- 
rocks-Ibbotson Co., announces 
the merger of the Horrocks-Ibbot- 
son Co. Utica, N. Y., with 
Abbey & Imbrie, fishing tackle 
distributors of New York City. 
Abbey & Imbrie established in 
1820 have, for over a century, 
distributed fishing tackle and 
have established a trade through- 
out the world as distributors of 
high class fishing tackle. 

The Horrocks-Ibbotson Co. was 
established in 1812 as a sporting 
goods and variety store in Utica. 
In 1854 the business was taken 
over by George A. Clark. In 1876 
H. J. Horrocks was taken into 
partnership, and in 1892 a small 
fish rod factory at Prospect, N. 
Y., was taken over by the con- 
cern of Clark-Horrocks Co. This 
manufacturing business was grad- 
ually increased and finally moved 
to Utica into a better labor mar- 
ket. In 1905 the concern was 
reincorporated as Horrocks-Ibbot- 
son Co. and at that time took 
over the Gillette Bros. bait man- 
ufacturing business in Auburn. 
A few years later Wm. Divine of 
Brooklyn, manufacturer of floats 
and furnished lines, was _pur- 
chased and moved to Utica. The 
following year the Yawman & 
Erbe fishing reel business of 
Rochester was purchased and 
consolidated with the fish rod 
business in Utica. In 1910 J. B. 
McHarg Co., Rome, N. Y., man- 
ufacturers of trout and bass flies, 
was purchased. 

Among other manufacturing 
plants consolidated into the Hor- 
rocks-Ibbotson Co. at a later 
period was the American-Swiss 
Magneto fishing reel division, 
Toledo, Ohio. In July, 1930, the 
Winchester Repeating Arms Co. 
sold their spinner and spoon bait 
business to the Horrocks-Ibbot- 
son Co. and again this year sold 
their fishing reel business. Ma- 
chinery and tools for both these 
products have been moved to 
Utica and the product is being 
continued by the Horrocks-Ibbot- 
son Co, who now manufacture in 
Utica one of the most extensive 
lines of fishing tackle made by 
any one manufacturer in the 
world. 

It is now planned to continue 
some of the best numbers in the 








manufacturing this product in 
Utica to distribute it at a lower 
overhead cost to the former 
Abbey & Imbrie customers. 

A New York office and sales 
room is operated at 18 Warren 
St. which was formerly H. J. 
Frost & Co. The Horrocks-Ib- 
botson Co. also has sales repre- 
sentatives throughout the U. S. 
and Europe. 

WHITE HARDWARE CO. 
IN NEW QUARTERS 


The White Hardware Co. has 
moved to Whitaker St., between 
Congress and St. Julian Sts., 
Savannah, Ga. J. F. White, Sr., 
is proprietor of the store, which 
was started in 1911. For twelve 
years prior to that time he had 
worked for another hardware 
store. The new store occupies 
the entire three floors of the 
building, and has show windows 
on three streets. 





GAME BIRD FOUNDATION 
BOOK ON WATERFOWL 


More Game Birds in America, 
Inc., 500 Fifth Ave., New York 
City, a foundation, has just pub- 
lished a book, “More Waterfowl 
by Assisting Nature,” which pre- 
sents a plan to provide a sub- 
stantial and permanent increase 
in migratory waterfowl. The 
foundation proposes: 1—KEstab- 
lishment of an International Mi- 
gratory Waterfowl Agency to ac- 
quire control of natural breed- 
ing grounds, refuges on flight 
lanes and winter concentration 
areas; 2—Imposition of a cent- 
a-shell tax on shotgun ammuni- 
tion to provide ample, continu- 
ing funds to finance the plan; 
3 —JIntroduction of competent 
game bird management on such 
areas to provide food and cover 
to prevent fires and to curb 
natural enemies. 

Copies of the booklet are avail- 
able from the foundation at 35c. 
per copy or 3 for $1.00. It 
touches such topics as: breeding 
grounds, food, cover and water, 
diseases and parasites, pollution, 
lead poisoning, illegal trapping 
and bootlegging, coordination of 
government departments and a 
short history of legislative en- 
deavors affecting waterfowl. Man- 
uals on: Quail Breeding, Game 
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your farm and Pheasant Breeding 
are described in other bulletins. 





COLUMBUS HARDWARE 
SUPPLIES OPENS STORE 


The store of Columbus Hard- 
ware Supplies, Inc., 54 E. Gay 
St., Columbus, Ohio, was re- 
cently opened. The Columbus 
company is a reorganization of 
the former Tallmadge Hardware 
Co., recently liquidated, after 
having been in business for 48 
years. Officers of the company 
are: Edward E. Jenkins, presi- 
dent and treasurer; W. Lester 
Ross, vice-president and Robert 
A. Bowers, secretary. 

All officers of the firm have 
had many years in the hardware 
trade. 


DEDICATE WAREHOUSE 
WITH SOCIAL. AFFAIR 


The Harwein Feed & Fuel Co., 
Huntington Station, N. Y., dedi- 
cated its new warehouse at West 
Ninth Street and Railroad Cross- 
ing, Huntington Station, with a 
barn dance for customers of the 
firm on Saturday night, Nov. 28. 
The firm maintains a_ branch 
store at Babylon, N. Y., and in 
addition to carrying feed and 
fuel, deals exclusively in hard- 
ware and related lines. 

Several hundred invitations 
were sent to patrons and despite 
inclement weather the event was 
well attended. The new ware- 
house is a two story frame struc- 
ture, 45 x 110, and has a private 
railroad siding for convenience in 
handling bulky merchandise in 
carload lots. At the house- 
warming affair, the first floor of 
the building was decorated with 
corn stalks and other appropriate 
effects and excellent music was 
provided for dancing. Tasty re- 
freshments were also served on 
this floor. 

On the second floor many very 
attractive exhibits of seasonal 
lines were on view and attracted 
considerable attention, Manu- 
facturers representatives and em- 
ployees of the firm were on hand 
to discuss points of interest with 
guests inspecting the displays. 
Among the lines featured were 
poultry, dairy and greenhouse 
supplies; seeds, feed, fuel, fer- 
tilizer, garden tools, motor stokers 
and general hardware. 








THE COLLINS CO. 


The Collins Co., Collinsville, 
Conn., makers of axes, hatchets, 
picks and other edge tools, has 





STANLEY S. RAND 


appointed Stanley S. Rand as its 
representative in Pennsylvania, 
southern New Jersey and vicin- 
Ity. 

Mr. Rand, who for many years 
was connected with the Peck, 
Stow & Wilcox Co., Southington, 
Conn., in sales promotion work, 
is well known to the hardware 
jobbing trade. In addition to 
the Collins Co., he also repre- 
sents the Samson Cordage Works, 
Boston, Mass., and the General 
Hardware Corp., Milwaukee, 
Wis. 





THIELE BROS. OPEN 
STORE IN GILMAN, WIS. 


The Thiele brothers opened a 
retail hardware store at Gilman, 
Wis., under the firm name of 
Thiele Bros., and will operate it 
in connection with their retail 
lumber yard. From 1916 to 
1927 the hardware store had 
been operated by the Thiele 
brothers. In 1927 the store was 
sold to the Gilman Hardware Co. 





YANKEE HARDWARE IS 
IN NEW LOCATION 


The store of Yankee Hard- 
ware, Southbridge, Mass., form- 
erly located at 45 Hamilton St. 
is now at 27 Hamilton St. The 
new quarters are larger and more 
modern. 

















ADVERTISING CONTEST 
HOUSE FURNI 


The House Furnishing News- 
paper Advertising Exhibit, a 
new feature of the 1932 House 
Furnishing Show at Chicago, III., 
with $500 in cash awards for the 
best newspaper advertisement of 
house furnishings published dur- 
ing the year, is open to any 
buyer or dealer. Each newspaper 
ad sent in will be on display at 
the show and buyers themselves 
will determine the winning ad- 
vertisements by visiting the dis- 
play and casting their vote for 
two in each group. There are 
two cash awards for each of the 
three groups of ads arranged ac- 
cording to population of cities in 
which the store is located. 

Entrant must send with the 
advertisement, his name, date 
published and the population of 
his city. Entries will be received 
from any town, regardless of its 
size. A grand prize of $125 will 
be given in addition to the other 
awards, for the advertisement re- 
ceiving the greatest number of 


FEATURE OF NATIONAL 
SHING SHOW 


votes. Dec. 25, 1931, is the clos- 
ing date. 

Applications for exhibit space 
by manufacturers, particularly 
new exhibitors, have made a rec- 
ord this year. At this time, in- 
dications are that more space 
will be required for the 1932 
show than last year, when nearly 
250 rooms at the Stevens Hotel 
were filled. Almost 200 rooms 
have been assigned and applica- 
tions are coming in rapidly. 
Nearly 1000 buyers registered at 
last year’s show, and it is ex- 
pected that a larger gathering of 
both buyers and sellers, will be 
made this year, than at any pre- 
vious annual house furnishings 
show. The show will run from 
Jan. 10 to 16, 1932. 

The annual banquet and enter- 
tainment by the National House 
Furnishing Buyers Club will be 
held in the Grand Ball Room of 
the Hotel Stevens, on the evening 
of Jan. 13. Officers of the club 
will be elected at the banquet. 





G.E. TO CLOSE HARRISON 
* LIGHTING INSTITUTE 


The General Electric Lighting 
Institute, at Harrison, N. J., will 
be closed as of Dec. 15, accord- 
ing to an announcement by J. E. 
Kewley, manager, Incandescent 
Lamp Department, General Elec- 
tric Co., at Nela Park, Cleveland, 
Ohio. ‘ 

The move followed the acquisi- 
tion of the New York Electrical 
Institute in Grand Central Palace 
by the New York Electrical As- 
sociation of which General 
Electric is a contributing mem- 
ber. It is the plan of the New 
York Electrical Association to 
continue to make lighting dem- 
onstrations one of its major 
activities, and since the New 
York Institute offers similar fa- 
cilities and is more centrally 
located than the Harrison Insti- 
tute, it has been considered in- 
advisable to continue operation 
of the Institute at Harrison. 

The eastern office of the Nela 
Park Engineering Department, 
with A. L. Powell in charge, 
which heretofore has been situ- 
ated in the Harrison Institute, 
will be located in New York City 
on or about Jan. 1, 1932, at an 
address to be determined later. 
Until further notice, Mr. Powell’s 
address will continue to be Har- 
rison, N. J. 


GEORGE GRIFFITH BUYS 
DANIELS HARDWARE CO. 

George Griffith has taken over 
the Daniels Hardware Co., 217 


Richmond St., El Segundo, Cal., 
and will operate it as the Griffith 
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Hardware Co. For several years, 
Mr. Griffith, who has been in the 
hardware field for many years, 
has been a salesman for Ameri- 
can Wholesale Hardware Co., 
Long Beach, Cal. 





WESTERN HARDWARE & 
IMPLEMENT DINNER 


Plans are going forward in 
Kansas City, Mo., to hold the an- 
nual convention of the Western 
Retail Implement and Hardware 
Association, Jan. 19, 20 and 21, 
one of the things planned being 
a great banquet that will accom- 
modate from fifteen hundred to 
two thousand retail hardware 
men and their wives. Arrange- 
ments are not yet complete but 
the association hopes to have 
what will be the largest single 
banquet ever held in Kansas City. 

Meetings are being held by 
committees from, the Kansas 
City Implement, Hardware and 
Tractor Club, which usually pro- 
vides the entertainment for the 
dealers, Kansas City Chamber of 
Commerce, and the Western Re- 
tail Implement & Hardware As- 
sociation. These committees are 
working together. 





CHAS. HINSCH OPENS 
MARQUETTE HARDWARE 


Charles Hinsch recently opened 
the Marquette Hardware Store at 
Marquette, Iowa. For the past 
year Mr. Hinsch had been em- 
ployed by the McGregor Hard- 
ware Store, McGregor, Iowa, Sev- 
eral years ago he was a partner 
in the McGregor store. 











SPANGLER MANAGES 
EVEREADY TUBE DIV. 














J. M. SPANGLER 


National Carbon Co., Inc., New 
York City, has announced ap- 
pointment of J. M. Spangler as 
manager of the Eveready Ra- 
theon Tube Division, succeeding 
Fred D. Williams, who recently 
resigned to become an officer of 
P. R. Mallory & Co., New York 
City. Mr. Spangler’s appoint- 
ment follows sixteen years’ con- 
nection with the company. 

Before taking over his new 
duties he was manager of the 
Eastern division of the company. 
In 1915 he joined the company 
as railroad sales engineer and in 
1918 he organized the railroad 
department, which he managed 
until 1923. From 1923 to 1930 
he was manager of the com- 
pany’s central division, following 
which he became manager of the 
Eastern division. 





CATSKILL HARDWARE 
IMPROVES BUILDING 


The Catskill Hardware & Lum- 
ber Co., Water St., Catskill, 
N. Y., has improved its building 
with a brick facing and cement 
pilasters, and other changes. 





MILLER BROS. HARDWARE 
STORE IN NEW HOME 
The Miller Bros. Hardware 

Store, Perry, Iowa, has moved to 

a new location after having oc- 

cupied its previous home for 29 

years. The Millers first entered 

the hardware business more than 

45 years ago in the town of Shel- 

dahl, Iowa, having moved their 

business to Perry 34 years ago. 





CRANFORD HARDWARE 
DAMAGED BY FIRE 
Much of the stock of The 
Cranford Hardware Co., Thomas- 
ville, N. C., as well as the wood- 
work in the building housing the 
store was damaged by fire Nov. 
27. Stock of the store was par- 
tially covered by insurance. 


G. G. KNOEK, INC., IS 
STILL IN BUSINESS 
G. G. Knoek, president, G. G. 

Knoek, Inc., 241 State Street, 

Hartford, Conn., wholesale hard- 

ware and tool distributors, an- 

nounces that his firm remains in 
business, covering Connecticut, 

Massachusetts, New York and 

Pennsylvania. Mr. Knoek states 

that his organization has no con- 

nection with any other firm. The 
firm of G. G. Knoek, Inc., was 
founded three years ago, Mr. 

Knoek having previously been 

with the firm of L. S. Knoek & 

Co., Inc., Hartford, Conn., which 

recently announced the intention 

of closing its business as of 


Feb. 1. 


MASTON SPEAKS TO 
MILWAUKEE PAINT CLUB 

Willard E. Maston, president, 
National Paint, Oil & Varnish 
Association, Inc., addressed the 
Nov. 20 meeting of the Milwau- 
kee Paint, Oil & Varnish Club, 
Milwaukee, Wis. He told the 
club how paint manufacturers 
and distributors and their rep- 
resentatives could further pro- 
mote the industry among dealers 
and master painters. Herbert 
Hentzen, president, Paint & Var- 
nish Salesmen’s Club of Milwau- 
kee, spoke of his group and its 
activities. 

Theodore Holland, president, 
Milwaukee Master Painters As- 
sociation, and vice-president, Wis- 
consin State Master Painters As- 
sociation, spoke on his group 
and its membership drive, in 
which the paint club is assisting. 
W. H. Hayt, Western division 
manager, The Eagle-Picher Lead 
Co., Chicago, Ill., was another 
guest at the meeting. 


SUPPLEE-BIDDLE XMAS 

TOY CATALOG ISSUED 

Supplee-Biddle Hardware Co., 
Philadelphia, Pa., has issued its 
1931 toy catalog, containing more 
than 270 pages of illustrated toy 
items. Many of the items are 
shown in actual color. Toys, 
games, athletic goods and wheel 
goods for children of all ages and 
sizes are described and _illus- 
trated. The rear pages contain 
an alphabetical index of the 
items listed. 

The inside front cover of this 
attractive dealer’s catalog calls 
attention to the company’s mer- 
chandising plan for increasing 
toy sales. It points out that the 
company will handle advertising 
and sales promotion work for the 
retailer. 
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PORTLAND, ORE., STORE 
USES SELLING HELPS 


The Stark-Davis Co., Portland, 
Ore., uses a neat little slip, as an 
envelope stuffer, which has been 
responsible for very satisfactory 
results. The slip is printed upon 
golden rod paper, and on one 
side lists city emergency calls 
such as fire department, police, 
and plumbing, the latter being 
the Stark-Davis number. Spaces 
are provided for other emergency 
calls such as hospital, taxi, phys- 
ician, dentist and drug store. 
The reverse side of the slip lists 
the lines carried by Stark-Davis. 

One-dollar specials are used 
by this firm as a means of at- 
tracting customers to the store 
on Saturdays. People are in the 
habit of waiting to see the dis- 
plays in the Stark-Davis windows 
each week. 

Another plan is for the man- 
ager to ask each salesman to sug- 
gest one item of his own choos- 
ing, each week, to every customer 
waited upon. The results show 
that about one person in every 
ten buys the item suggested. The 
items selected are priced at $2 or 
under. 

TORONTO PAINT CLUB 

HOLDS LADIES’ NIGHT 


The first fall meeting of The 
Paint, Oil & Varnish Club of 
Toronto, Ont., Canada, was a 
ladies night held at Old Mill Tea 
Gardens, Nov. 27. About 54 
members and guests were pres- 
ent. President-elect H. S. Chan- 
dler turned the meeting over to 
Capt. Roy Brown, chairman of 
the entertainment committee. 

Following dinner, bridge and 
dancing were features of the 
evening. 


MRS. F. S. SEDGEWICK 
Mrs. Flora Shattuck Sedge- 


wick, 62, owner and operator of 
Sedgewick Hardware Co., 1250 
Oak Street, Columbus, Ohio, died 
Nov. 30. Mr. Sedgewick, a son 
and a daughter survive. 





HAIN IS VICE PRES., 
SHERWIN-WILLIAMS CO. 


Henry J. Hain was elected vice- 
president and managing director 
of auxiliaries of The Sherwin- 
Williams Co., Cleveland, Ohio, 2t 
the recent directors’ meeting. Mr. 
Hain entered the company’s em- 
ploy in 1893 as office boy, be- 
jcoming _super- 
intendent of the 
Calumet plant 
in 1897, and in 
1902 went to 
Coffeyville, Kan., 
to establish the 
company’s smelt- 


In 1906 he 





ers. 
returned to 
Cleveland as 


H. J. HAIN 2 
general superin- 


tendent of all of the company’s 
manufacturing operations. From 
1914 to 1919 he lived in Chicago 
and in addition to his duties as 
general superintendent of all 
manufacture, developed the dye, 
chemical and color end of the 
business. 

When war broke out in 1914 he 
set about to develop the manu- 
facture of dyes in this country, 
as this country was cut off from 
dye sources in Germany. In 
1919 he returned to Cleveland as 
general manager of auxiliaries 
and in 1929 was elected a di- 
rector of the company. Under 
his direction the auxiliary de- 
partment has grown until it now 
includes lead and zinc mines, ore 
smelters, white lead, lithopone, 
litharge, tin cans, linseed oil, 
whiting, etc. His new appoint- 
ment will enable him to give more 
time to development of research 
work on new lines. He has ap- 
pointed S. B. Coolidge, Jr., as 
manager of the auxiliary depart- 
ment. 

At the directors’ meeting ail 
other officers were reelected and 
George T. Bishop was made an 
additional director. : 





Sticker on Packages Brings Results for 
Weber and Furman 


Packages that leave the Weber 
& Furman hardware store, of 
Rockford, Ill., usually result in 
repeat business. 

On every package that leaves 
the Weber & Furman store is 
placed a small sticker, 3 by 4% 
inches in size, stressing by a 
sketch the store’s desire to co- 
operate with the customer at all 
times. The sticker illustrated is 
4% by 3 inches and printed in 
blue with a red border. 

Pleased by the attractive way 
in which Weber & Furman point 
out their eagerness for the cus- 
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tomer’s future trade, customers 
return time and again to make 
additional purchases. The Rock- 
ford store knows that the sticker 
is the reason, because the cus- 
tomers, when they return to the 
store, comment upon it. 








CLAPP RESIGNS AS N.E.L.A. 
MANAGING DIRECTOR 
Paul S. Clapp 

resigned Dec. 3 

as managing di- 

rector of the Na- 


tional Electric 
Light Associa- 
tion to accept 





election as vice- 
president of the 
Columbia Gas & 





P.S. CLAPP 


Electric Cor p. 
His successor is expected to 
be announced at the’ meet- 


ing of the board of directors 


of the association on Dec. 10. 
Mr. Clapp became managing 
director of the N. E. L, A. 


on Oct. 15, 1926, succeeding M. 
H. Aylesworth. During this five 
year period he has promoted the 
program for the commercial de- 
velopment of the companies com- 
prising the association, particu- 





larly in the fields of electric re- 
frigeration and rural electrifica- 
tion. This activity is reflected in 
the large increases in domestic 
consumption of electricity and 
the extension of electrical ser- 
vice during the period to more 
than 500,000 new farms. 

Prior to his connection with 
the National Electric Light As- 
sociation, he was special assis- 
tant to the Secretary of Com- 
merce. He is an electrical engi- 
neer, and served as captain in 
the United States Army Signal 
Corps. From December, 1918, to 
February, 1919, he was associated 
with the Peace Commission in 
Paris as a member of the com- 
mittee for the determination of 
damage in allied countries. Sub- 
sequently he established and su- 
pervised the telephone and tele- 
graph service between the vari- 
ous capitals of Europe, by which 
the relief work was administered. 





OBITUARY 


EDGAR H. LOYHED 


Edgar H. Loyhed, 73, T. H. 
Loyhed & Son Hardware Store, 
Faribault, Minn., died Nov. 25 
in a Minneapolis hospital, follow- 
ing an illness of several weeks. 


He was a native of Faribault and 
lived in that community before 
the railroad ran through the 
town. His father founded the 
store, of which he was the head 
since 1893. For a time he lived 
in Seattle, Wash., where he op- 
erated a hardware store and a 
tinware manufacturing company. 
He returned to Faribault, when 
fire practically destroyed the 
Seattle business district. 

Mr. Loyhed was active in civic 
and fraternal affairs, having been 
a member of the Minnesota State 
Board of Control and at the time 
of his death a member of the 
Board of the Mineral Springs 
Sanitarium, Cannon Falls, Minn. 
He was a member of the Fari- 
bault Bar Association, having 
been graduated from law school, 
although he never practiced as a 
lawyer. Mr. Loyhed was active 
in the local Chamber of Com- 
merce. He served on the orig- 
inal posse which scoured the 
countryside for Jesse James and 
the Younger brothers, following 
their raid on the bank at North- 
field, Minn. 


EDWIN D. FOOTE 


Edwin D. Foote, 79, for 40 
years a partner in the hardware 
business of Foote & Church, 
Flint, Mich., died in that city, 
after an illness of one week. He 
had retired from the hardware 
business in 1919. 





W. S. MARVIN 


Walter S. Marvin, vice-presi- 
dent and general manager of the 
Metal Ware Corp., Two Rivers, 
Wis., died Sunday, Nov. 22. It 
is believed that death was due 
to a heart attack. Prior to be- 
coming vice-president and gen- 
eral manager on April 19, 1928, 
Mr. Marvin had been general 
sales manager of the company 
for two years, and before that 
had been very well known in con- 
nection with the distribution of 
electrical appliances. 





S. L. ERWIN 


S. L. Erwin, second president 
of the Texas Retail Hardware 
Association, died recently at his 
home in Honey Grove, Tex. Mr. 
Erwin, -who served as president 
of the Texas association in 1904 
and 1905, retired from active 
business twenty years ago. He 
was active in fighting for the re- 
peal of the Occupation Tax and 
in The Texas Hardware Mutual 
Fire Insurance Co. activities. 





J. A. KENGEL DIES 
IN FRONT OF STORE 


John A. Kengel, 67, died Nov. 
5 in his automobile, which was 
parked in front of his store, the 
J. A. Kengel Hardware Co., 3791 
Jefferson Avenue, Detroit, Mich. 
For more than forty years he had 
been in the hardware and metal 
contracting business. 





RAYMOND HAFELI 


Raymond Hafeli, 59, River 
Rouge, Mich., died recently. For 
25 years he had been a hardware 
retailer in River Rouge, having 
retired more than a year ago. 
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BLOOMFIELD COMPILES 
BOOK ON CHAIN STORES 


The H. W. Wilson Co., 950 
University Avenue, New York 
City, has published Vol. VII, No. 
7, of The Reference Shelf on the 
subject of Chain Stores, as com- 
piled by Daniel Bloomfield, 
LL.B. Mr. Bloomfield is man- 
ager, Retail Trade Board, Boston 
Chamber of Commerce, and au- 
thor of “Trends in Retail Distri- 
bution,” “Commercial | Arbitra- 
tion,” etc. 

Affirmative, negative and gen- 
eral discussions are included in 
the book. Subjects discussed in. 
clude taxes, employees, manage- 
ment, relation to community, 
limitations, progress, etc. The 
book was prepared with thought 
to its usefulness, to colleges and 
schools and business executives 
who want basic discussions of 
the subject in convenient form. 


OHLEN-BISHOP 
JOBBER BRANCH PLAN 


The Ohlen-Bishop Co., Colum- 
bus, Ohio, manufacturer of a 
complete line of saws, has estab- 
lished the Ohlen-Bishop Jobber 
Branch Plan, which eliminates 
the maintenance of factory 
branch stocks and _ attendant 
costs. Under this plan hard- 
ware and’ mill supply jobbers will 
directly represent the factory, 
carrying whatever stock may be 


The company believes this pro- 
gram will effect distribution 
economies on its line and that 
the removal of factory branch 
competition will encourage job- 
bers to assume complete dis- 
trict warehousing operations. 





INSECTICIDE MAKERS 
MEET IN NEW YORK 


The eighteenth annual meeting 
of the Insecticide & Disinfectant 
Manufacturers Association was 
held at the Hotel New Yorker, 
Dec. 7-8. Sessions were held 
both mornings and afternoons, 
with the annual informal ban- 
quet on the evening of the 8th. 
Dr. Robert C. White, president of 
the association, presided at the 
sessions. 

Officers and members of the 
board of governors were elected 
at the final business session. 





KOSINSKI, SALES AGENT 
IN RIO DE JANEIRO 


Miguel Kosinski, 12 Moore St., 
New York City, manufacturers’ 
sales representative, will leave 
Dec. 12 for Rio de Janeiro, 
Brazil, to open offices as manu- 
facturers’ sales agent for the 
Federal District and State of Rio 
de Janeiro, Brazil. Mr. Kosinski, 
a native of Rio, has had consid- 
erable experience in the hard- 
ware export and import business 
prior to coming to this country. 
With the exception of cable ex- 


will be covered by Mr. Kosinski, 
who asks that those whom he 
represents, therefore allow him 
the largest possible rate of com- 
mission on the f.o.b. value of all 
sales of orders accepted and 
shipped. 

He may be reached, for the 
time being, at the following ad- 
dress: care Jacob Kosinski, Rua 
Dias de Costa No. 12, Rio de 
Janeiro, Brazil, where all corre- 
spondence, catalogs, samples, 
etc., will be mailed after his de- 
parture from New York. He is 
in position to represent those 
hardware manufacturers able to 
adapt themselves to the require- 
ments of the market and in pos- 
ition to supply their merchandise 
at competitive prices, properly 
packed for export. 





PROVIDENCE HARDWARE 
WANTS CATALOG PAGES 


The Providence Hardware & 
Supply Co., Inc., 49 Washington 
Street, Providence, R. I., whole- 
sale distributors, requests manu- 
facturers loose leaf pages show- 
ing their lines and prices. Both 
hardware and automotive line 
data is requested. 





NEW HARDWARE STORE 
IN PINCKNEYVILLE, ILL. 


The Pinckneyville Furniture & 
Hardware Co. opened its store at 
Walnut Street, Pinckneyville, IIl., 
on Nov. 20. Parker Smith is the 


EAGLE-PICHER UNIT 
TO DISCUSS MERGER 


Stockholders of the Consoli- 
dated Lead & Zinc Company, 
Picher, Okla., will hold a spe- 
cial meeting Dec. 11 to vote on 
a proposed sale of company as- 
sets to Eagle Mining & Smelting 
Company, Eagle-Picher Lead 
Company’s subsidiary. The deal 
was proposed by directors of 
Eagle Mining at a recent meet- 
ing in Wilmington, Del. 

Plans call for disposing of Con- 
solidated assets to Eagle’s sub- 
sidiary for 80,000 shares of the 
latter concern’s capital stock. 
The deal would except $48,500 
cash on hand. Additional 20,000 
shares will be given in event of 
extending of a valuable lease 
held by Consolidated. 

Fred Hertenstein, a director 
of the Eagle firm’s subsidiary, 
said valuable ore properties 
would be added to his firm’s as- 
sets through approval of the deal. 
George Potter, Picher, Okla., is 
president of the Eagle Mining & 
Smelting Company. 


C. A. SKILLMAN BUYS 
A. C. PIKE HARDWARE 


C. <A. Skillman, twenty-five 
years in Jersey City, N. J., and 
for the last eight years with A. 
C. Pike Hardware Co., Inc., 12 
North Avenue, W., Cranford, 
N. J., has purchased the Pike 
business. 








required to serve local needs. 


penses, all other sales expenses 








manager of the store. 





Create Your Own Sales Opportunities 


whom he knows well; customers 
who show a preference for him 
when they enter the store, and 
who would welcome him to their 
homes. Even though his imme- 
diate sales may not be heavy, he 
can do valuable preliminary 
work which sooner or later will 
increase his sales volume. 

Then there is the telephone. It 
is always at hand, and there are 
slack periods in every day. Why 
not formulate a systematic plan 
for selling over the phone? 
Each salesman can pick his own 
best customers and talk to them 
from the angle of doing them a 
service by calling their attention 
to new or needed merchandise. 
Selling by phone requires a 
proper voice inflection, cheerful- 
ness, friendliness, and that per- 
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sonal touch which the salesman 
can readily give to special cus- 
tomers. Try taking one item or 
line, listing the prospects who 
can use it to advantage, and out- 
lining the things which the cus- 
tomer should be told about. 
Show the completed plan to the 
Boss, and you will find an appre- 
ciative ally and probably a few 
suggested refinements to help put 
the campaign over. 

Try dividing your own best 
customers into classes and listing 
the merchandise which should 
attract them. Farmers are al- 
ways in the market for goods 
which fit into their work. Sports- 
men are inveterate buyers of new 
sport items. Motorists are pros- 
pects for dozens of items, not 
necessarily for direct use with 


the car. Start it once and see 
how fascinating the game of 
creating sales can be; also how 
it builds sales volume and _ in- 
creases the salaries of those who 
have earned increases. The Boss 
is a busy man, but he is also hu- 
man. He hasn’t a great deal of 
use for men who are content 
merely to do what they are told, 
and loaf while waiting for or- 
ders, but he appreciates active 
help mates. 

Take an interest in the busi- 
ness for your own good. Use 
your head as well as your hands 
and learn to say “we” when 
speaking of the store. Salaries 
can only come from profits, and 
profits can only come from sales. 
Sales opportunities can be made 
to order. 
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Demand Reflects 
Improvement 


New York, Dec. 9.—The ap- 
proach of the Christmas shop- 
ping period, coupled with the ad- 
vent of a cold snap in most sec- 
tions of the country have stimu- 
lated the demand for both holi- 
day and seasonal hardware lines. 

While it does not appear prob- 
able that Christmas sales volume 
will equal that of last year, it is 
believed that business in gift 
lines will exceed earlier expecta- 
tions. Shelf hardware and staple 
lines continue to move in moder- 
ate volume. Winter sports equip- 
ment and hunting goods are quite 
active, while cold weather items 
are moving in larger volume than 
at any previous time this season. 

Price advances have become 
more numerous recently and few 
reductions of consequence are 
shown on the price lists being is- 
sued by manufacturers for the 
coming year. Wholesalers, as a 
rule, have become optimistic over 
the recent price advances and 
feel that the higher quotations 
may mark the beginning of the 
long awaited upturn in business. 
This contention is based upon the 
fact that business is seldom 
healthy on a declining market, 
while an advancing price trend 
usually means good business. 

The credit situation remains 
somewhat “spotty” in character. 
Collections are fairly satisfac- 
tory in most territories, but slow 
in other districts. 
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Tire Makers Cut Prices 
5 to 19 Per Cent 


Reductions ranging from 5 to 19 per 
cent in the dealer prices for passenger 
and truck tires and tubes were an- 
nounced last week by leading manu- 
facturers. This is the first general re- 
vision in several months and lower 
prices for raw materials are respon- 
sible for the reductions. 

Crude rubber is quoted at 4.30c. per 
pound, compared with a price of 8c. 
per pound on last January, while cot- 
ton is 6c. per pound, as compared with 
10c. at the beginning of the year. The 
new price schedules provide for a cut 
of from 5 to 11 per cent on passenger 
car tires, of 15 per cent on tubes and 
of 10 to 19 per cent on truck tires of 
the pneumatic type. The new prices 
are said to be the lowest ever quoted 
on tires or tubes. 

No announcement was made by the 
large Chicago mail order houses, but 
it is believed that their prices will be 
adjusted to meet the recent reductions. 


59.7% of U. S. Families 
Do Not Have Radio Sets 


(From Our Washington Bureau) 

Radio sets were owned by 40.3 per 
cent of the families in the United 
States in April, 1930. This fact has 
been disclosed in a preliminary report 
just made by the Bureau of the Cen- 
sus. It reported 29,980,146 families, of 
which 12,078,345 had radio sets. The 
population per family in 1930 was 4.1, 
as compared with 4.3 in 1920, indicat- 
ing an appreciable decrease in the 
average size of the family in the 10- 
year period. 

New York, Pennsylvania and Illinois 
each reported more than 1,000,000 
families having radio sets, but New 
Jersey led in the percentage of fam- 
ilies having radio receivers with 63.3 
per cent and New York was second 
with 57.8 per cent. On the other hand, 
only 5.4 per cent of the families of 
Mississippi and only 7.6 per cent of 
the families of South Carolina had 
radio sets. 


New British Duties 
Imposed On Firearms, Etc. 


The Board of Trade on Nov. 30 is- 
sued its second order under Great 
Britain’s new emergency tariff law, 
passed to enable the Board to impose 
anti-dumping duties on such manufac- 
tured imports as was deemed advisable. 
The new order embraces eleven items, 
on each of which the tariff will be 50 
per cent ad valorem for the next six 
months. The order became effective 
on Dec. 4. 

The eleven classes of commodities 
which. now are made dutiable are 
empty glass bottles, jars and scientific 
glassware, battery carbons, yarn, wholly 
or partly wool, including mohair, al- 
paca and cashmere; coir mats and mat- 
ting, household linen, including table- 
cloths, bed linen and towels, made 
wholly or partly of linen; tissues in 
piece, made wholly or partly of jute; 
carpetings and rugs made wholly or 
partly of jute, candles and _ tapers, 
sporting guns, rifles, carbines and parts 
thereof, air guns, air rifles, air pistols 
and parts thereof, domestic spoons and 
forks of metal other than gold or silver. 


- 





Wholesale Hardware Execu- 
tive Checks Current Prices 


An executive in a Kansas City, Mo., 
wholesale hardware establishment re- 
cently completed a tabulation showing 
price revisions during a period of 29 
weeks. In keeping this record the 
number of changes occurring each 
week and whether they were upward 
or downward was charted. For ex- 
ample, during the first week, 15 down- 
ward revisions were noted while no 
advances became effective. 

Footing up the figures at the end of 
29 weeks shows that 114 items had ad- 
vanced in price, while 586 items had 
declined. The figures are believed to 
represent a fairly accurate cross sec- 
tion of the current trend in: prices. 
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REMINGTON 
UMC 


THAT COUNTS IS THE SHOT 








TA73138 Retail Price $8.75. One of many attractive Remington Carving 
Sets retailing at from $5.00 to $11.00 


HOW THE INDEPENDENT HARDWARE STORES 
CAN PULL MORE CHRISTMAS TRADE 


Aone ourselves we may as well admit that the 
hardware store is not the one most people think 
of first in their search for Christmas gifts. Yet we know 
that the hardware stores are second to none in their 
offerings of practical, useful, and lasting gifts. 


This being the situation it’s up to you hardware men 
to put more pressure behind your Christmas selling; to 
advertise more vigorously, and pay more attention to eye- 
catching window and store displays. 


And let me modestly suggest that Remington products 
make ideal leaders to draw the Christmas crowds. They 
are the most widely nationally advertised products of 
their kind. Everybody knows them. Every giver knows 
that a Remington product will be appreciated. 


Take cutlery: carving sets, table knives and forks, sets 
of household knives, a wonderful line of pocket knives 
including the boys’ favorite, The Official Scout Knife; 
The Standard American Dollar Pocket Knife; scissors and 


REMINGTON ARMS COMPANY, 


shears packed singly and in sets with beautiful leather 
cases. Here you have splendid gifts for every member 
of every family. 

The new Model 33 bolt-action .22 rifle, at only $5, 
will have an enormous Christmas sale. And it will help 
to sell the higher priced .22’s, Model 12 repeater and 
Model 24 autoloader. Every sportsman is itching for the 
new Model 31 side-ejection pump gun, and the handsome 
“Sportsman” Model. Remington high power rifles are the 
choice of big game hunters, and of course, Kleanbore 
Ammunition goes with every gun. 

It'll be a fight for business this year and it'll go to the 
fellow that fights hardest. Naturally | want to see the 
hardware stores get a whacking big share, and | know 
that a hard drive on Remington goods is certain to bring 
results. 

Your jobber will ship fill-in orders promptly. Now’s 
the last call for checking up your stock. Don’t submit to 


substitutions. 


President 


Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1931 R. A. Co. 
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Basie Business Indieators for Week Ended Nov. 28 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Probably the most significant trend reflected in the charts for the twenty-one basic business indicators appearing below is the upturn 

noted in Detroit factory employment as compared with the week preceding. The importance of the automobile industry to business in 

general indicates that this development is at least one bright spot in the business horizon. When the trends of the indicators are con- 

trasted to those published last week upward trends are shown in oil production, Detroit factory employment and call money rates. An 

unchanged trend is reflected in lumber production, Fisher’s wholesale price index, iron and steel composite price, copper price, electro- 
lytic and money in circulation. The remaining thirteen indicators reflect a downward irend. 
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CHICAG 


(Chicago office of HARDWARE AGE) 
Cuicaco, Dec. 8. 
N unexpected spurt in pre-holi- 
day buying in the department 
stores, and among other retail- 
ers, also better buying of steel for 
future delivery, marked the last week 
in Chicago, according to trade ob- 
servers of the Chicago Association of 
Commerce. A sharp drop in the mer- 
cury almost coincident with the release 
by the banks of their annual Christmas 
saving hoards gave hardware retailers 
that improvement they have been 
awaiting for almost a month. Buying 
was fairly well divided between gifts 
and winter necessities. In the whole- 
sale field, jobbers of toys and other 
similar Christmas wares reported or- 
ders from all over the middle west. 
In the steel industry appears some 
feeling that, with automobile manu- 
facturers more optimistic, tonnage will 
show a pickup in the near future. In 
the Chicago steel district, the last week 
saw actually increased commitments 
for automotive steel supplies, over 
preceding weeks. 


TRADE DEVELOPMENTS 


Good news came late in November 
to the copper industry, when announce- 
ment was made that Belgian-owned 
mines in Africa had finally approved 
the plans for production curtailment. 
Immediate response was felt in the 
market for copper metal, which earlier 
in the week went to a record new low 
price of 614 cents a pound. 

World consumption of American 
cotton increased substantially to 1,027,- 
000 bales in October, as compared 
with 982,000 bales in September and 
961,000 bales in October last year. 
Consumption for the three months end- 
ing Oct. 31 amounted to 2,927,000 
bales, compared with 2,626,000 bales 
in the corresponding period last year, 
an increase of 11 per cent. Emphatic 
gains in textile production were re- 
corded in the south, where employment 
increased. Some mills have more than 
doubled their output this month. 

Road building and other construction 
work has also helped the south and 
southeast areas. On the Pacific coast, 
lumber is still in the depths, but re- 
cent rains and snows have broken a 
long drought. 


BUILDING DECLINES 
Building permits issued in Chicago 
during November numbered sixty-four 
for buildings valued at $803,900, as 
compared with seventy-five involving a 
value of $976,250 in October, and 120, 
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Retail Selling Gains; 
Weather Accelerates Demand 


valued at $3,756,200 in November, 
1930. This brought the total for the 
first eleven months of 1931 to 1255, 
valued at $43,965,580, against 2338 
and $77,327,500 respectively in the 
like 1930 period. Both the number of 
permits and value involved have shown 
consecutive decreases since August of 
this year and the number and value 
of permits issued in November not only 
continue the downward trend but are 
the smallest monthly totals recorded 
so far this year, or in the like 1930 
period. 


GRAIN AND DAIRY TRENDS 


The latest news on the leading grains 
shows a cheering upturn in prices, 
based on more certain and substantial 
export demands. Farm interests hope 
that the long drop from the peak re- 
covery of October has definitely ended, 
and that grain prices can_ stabilize 
themselves somewhere near _ present 
levels. Those, however, who regard the 
price of wheat as an index of farm 
prosperity, are reminded that during 
the last five years wheat has con- 
tributed annually only about six to 
eight per cent of the total gross farm 
income. The milk cow is perhaps the 
better symbol of farming, for milk 
products in good times or bad add 
more to the farmer’s bank roll than 
wheat. The hardware dealer in the 
farming community sells many of his 
products to the grain farmer, but his 
demand for common hardware supplies 
is usually greater from the dairy or 
the poultry specialist. 


MARKET NEWS NOTES 


On Dec. 1, leading tire companies 
announced price reductions to the 
lowest levels in their history. The 
reductions, ranging from 21% to 18 per 
cent, will affect “standard” grades of 
tires, but not “seconds” and “de luxe” 
lines. The larger decrease comes on 
certain sizes of truck tires. Inner tubes 
also will be reduced 15 per cent. Tire 
men state that the present drastic re- 
ductions were decided upon, not be- 
cause current costs justify the action, 
but to eliminate special concessions 
heretofore enjoyed by certain classes 
of larger users, and to establish the 
resale policy on tires on a regular and 
profitable basis. 

On Dec. 1 also the leading seller of 
nails, staples and fence wire issued 
complete new advanced price sched- 
ules, which probably other makers will 
soon follow. The new quotations from 
jobbers to retailers in L.C.L. amounts, 
f.o.b. Chicago district shipping points, 




















Regardless what the job—regardless who 
the workman—you may rest assured that 
it will be done more easily, more satisfac- 
torily, when the Pliers are Kleins. “Since 
1857” Klein Pliers have been the standard 
with master workmen and with public 
utilities. They have won their dominant 
position, because they represent the high- 
est in quality—the utmost in service. It 
will pay you to carry Klein Pliers in stock. 
Make a note on your want book and order 
from your jobber salesman the next time 
he is in. 


mom CLE EN 


3200 BELMONT AVE., CHICAGO 
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PROFIT MAKING 
HARDWARE SPECIALTIES 


LACE-ON 

Skates Bring 
New Source 
of Profit 















Kees Lace-On Skates are 
adapted to both low and high 
shoes. They do away with the 
necessity for shoe combinations, 
eliminate changing shoes out in 
the cold and worry about a 
place to park shoes while skat- 
ing. Each length fits all widths. 
Write today for prices and full 
details. 


F. D. KEES MFC. Co. 


BEATRICE, NEBRASKA 














Chicago’s Favorite Hotel 


The most experienced travelers select The 
Bismarck as Chicago’s outstanding hotel. 
An ultra-modern building equipped with 
every comfort-contributing luxury. Famous 
for its cuisine and excellence of service. 
Right in the heart of all business, social 
and civic points of interest. Write for 
booklet with downtown map. 

Rooms with bath, $3.50, $4.00, $4.50, 


$5.00 and $6.00. 
Rooms without bath, $2.50. 








BISMARCK 


HOTEL CHICAGO 
RANDOLPH AT LASALLE | 








are up ten cents per keg on nails to 
$2.40 base, twenty cents on polished 
fence staples to $2.95 per keg, and 
five cents per 100 pounds on barbed 
wire and smooth fence wire. Suitable 
differentials are provided for mixed 
car buyers, and for pooled car buying 
by three or more retailers. The previ- 
ous custom of granting pool buyers 
the extreme carload prices, is expected 
to be discontinued. 

The makers of small wire brads and 
nails have issued new prices intended 
to stabilize the market, and the net 
result is an advance from the lowest 
figures which had been ruling since 
mid-summer. Some contracts at the 
new cost are being accepted for the 
first quarter of the new year, but most 


manufacturers feel that the present 
figures are still too low to be continued. 

Hardware dealers who are featuring 
electric alarm clocks, kitchen clocks 
and mantel clocks, are reporting im- 
proved sales. Many manufacturers of 
electric clocks furnish attractive win- 
dow displays and resale price tickets 
free of charge. There is a great un- 
supplied market for these clocks, as 
statistics show 16,500,000 wired homes 
have regulated a. c. current, and less 
than ten per cent of these own electric 
clocks. 

Electric mixers are reported selling 
very freely, bidding fair to be one of 
the fastest moving electrical appliances 
on the market this season. 





SAN FRANCISCO 


Little Improvement in Situation; 


No Seasonal Pick-Up Evident 


(By Harpware Ace Special Correspondent) 

San Francisco, Dec. 8. 
NTICIPATED seasonal increases 
A have not developed as expected 
in this market. An unusually 
cold snap during the last weeks of 
November, however, has resulted in 
some slight stimulation in these lines. 
Jobbers report there had been prac- 
tically no Christmas buying up to the 
first week in December, but had hopes 
that a sharp acceleration would soon 
take place. The shortened duck sea- 
son curtailed the demand for shotguns 
and shells so that this business did not 
measure up to conservative expecta- 

tions. 


PRICE TRENDS 


Price changes in staple hardware 
lines have been few during recent 
weeks and these of minor character. 
Wholesalers express the opinion that 
staple commodities have already been 
reduced as far as would be economi- 
cally sound. Price changes in hardware 
specialties, however, especially house- 
wares items, continue to be made, the 
general trend being downward. 


XMAS DEMAND 


Such Christmas business as has de- 
veloped has been’ largely in housewares 
items that are adapted to gifts, such 
as electrical appliances. One hardware 
jobber reports a profitable business in 
candy, fruit, cake and jellies that are 
made in the Hawaiian Islands. This 
jobber has carried candy for the Christ- 


mas season for several years and has 
found it-to be a profitable venture. 


LOCAL CONDITIONS 


The Federal Reserve Bank of San 
Francisco reports that distribution of 
commodities declined in the Twelfth 
Federal Reserve District during Oc- 
tober. Retail sales increased by slight- 
ly less than the customary September- 
October rise. After seasonal adjust- 
ment, further decreases were also re- 
corded in wholesale trade, freight car- 
loading, and new automobile registra- 
tions. During October the volume of 
intercoastal traffic continued, as in the 
two preceding months, to increase 
moderately. 


BANKING SITUATION 


With the cessation during recent 
weeks of the demand for additional 
currency the banking situation appears 
less strained than during early October. 
Prices of several important com- 
modities advanced somewhat during 
October and early November, but the 
general averages were slightly lower in 
October than in the preceding five 
months. 


FARM OUTLOOK 


Harvesting of late maturing crops 
was almost entirely completed by early 
November. Rainfall since July 1 has 
exceeded that of the corresponding 
period in 1930, and its occurrence has 
been most opportune for harvesting and 
for the planting of new crops. 
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TWIN CITIES 


Conditions Remain Unchanged; 


Radio Sales Well Maintained 


(By HarpwakkE AGE Special Correspondent) 
MINNEAPOLIS, Dec. 8. 


ONDITIONS in the Northwest 
tributary to the Twin Cities show 
but little change from those of 

last week. In the immediate vicinity 
of the Cities there has been but little 
to suggest winter weather, although in 
some parts of the territory snow storms 
have blocked the roads and rendered 
travel a difficult process. Stocks of 
snow shovels and snow cleaners are in 
evidence in the stores, and sales are 
fairly good. 


AUTO SUPPLIES 


Preparations for anti-freeze for auto- 
mobile radiators are selling more 
briskly, as the temperature has been 
hovering below the freezing point. De- 
natured alcohol made under a new 
process is selling at extremely low fig- 
ures, but the commercial preparations 
are also finding a steady sale. Tire 
prices are extremely low also, and 
many car owners are taking advantage 
of the situation to put new rubber on 
their cars in preparation for slippery 
winter driving. 


RADIO SALES 


Radio sales are holding at a good 
level, and the midget sets continue to 
be prime favorites. Incidentally, due 
to the improvement in radios, and the 
grading down of prices, the radio dol- 
lar will buy three times as much as it 


would two years ago, and ten times as 
much as five to eight years ago, in the 
matter of improved sets and reception. 
Radio tubes for replacement are being 
advertised and displayed intensively, 
with the idea of selling the public on 
the better reception which new tubes 
will give. 


FARM PROSPECTS 


The general feeling in agricultural 
districts has shown improvement over 
the past sixty days. The increase in 
dairy products, and the improvement 
in poultry products has made a bright 
spot for those who are specializing in 
this direction. Grain prices also are 
somewhat stronger. This does not mean 
that buying has increased to any great 
extent, but that the sentiment shows 
improvement. In many sections where 
crops were nil for the year, there will 
be no revenue until next fall. In other 
sections, where diversified farming and 
dairying have obtained a foothold, con- 
ditions are much easier. 


COLLECTIONS 


Collections are riding on an even 
keel, showing little change from gen- 
eral conditions during the past few 
months. Prices are, in the main, show- 
ing no changes, and probably will not 
until after the first of the year with 
inventories for wholesaler and retailer 
in the background. 





EK ANSAS CITY 


Trade Hopeful and Optimistic; 
November Sales Reflected Gains 


(By HarpwakE AGB Special Correspondent) 
Kansas City, Dec. 8. 


HILE sales have taken on no 
great spurt, an _ optimistic 
atmosphere everywhere per- 


vades the hardware trade. And this 
feeling springs from the wheat and 
corn and oil territory. There, while 
business is not so brisk, everything is 
on the up and not on the down and 
this makes the retail and consumer 
trade hopeful and optimistic. In every 
section, save the strictly cotton dis- 
tricts, conditions are better both as to 
sales and collections. But they are not 
yet in a good condition. 
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WHEAT PRICE EFFECT 


The higher prices farmers are re- 
ceiving for wheat at first stimulated a 
fit of selling. But in a few days the 
farmers began to tighten up on selling 
believing that the price would con- 
stantly be rising and therefore it might 
be a better plan to hold onto the wheat 
a little longer. The bulk of the crop 
is still in the hands of the Kansas 
growers, say wholesale executives, and 
a rush of business is certain to come 
once the farmers are convinced that 
prices are about as high as they will 
get. It is predicted that if wheat 








“Give Us The 
Blade With 
The RED END 


We’re Sold on 
It”? 





That’s _ the 
Hack Saw users are 
sold on the new 
SIMONDS blade not 
just because it is eas- 
ily identified by the 
brilliant trade mark, 
but 
count of the higher 
quality cutting 


efficiency. 


point. 
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SIMONDS 


The HACK SAW 
with the RED END 
Fast Selling Blade 


and generous profit for 
their store. 


‘ 
\ 
PY 
y 
This is an opportunity for ; 
dealers to get Hack Saw . 
sales with perfect satis- | 
faction to the customer 3 


Acquaint yourself with 
this new product and get 
your share of the business. 


Order from 
Your Jobber 


SIMONDS 
SAW and STEEL 
co. 


Established 1832 


Fitchburg, Mass. 














reaches from 50 to 65 cents a bushel 
a lot of farmers will let go. Dealers 
say they are getting ready to buy just 
as soon as things break among the 
farmers. 


SPORTING GOODS 


One indication of low stocks is the 
way sporting goods orders are coming 
in. Orders to such departments in- 
clude almost the whole line of goods, 
loaded shells, wheel goods, footballs, 
basket balls, skates, shoe skates, toys, 
sleds, flashlights, batteries and other 
electric appliances. That is, a single 
order, in many cases, specifies all of 
those things. The loaded shell trade 
has been quite a surprise. This type 


NEW YORK 


New York, Dec. 8. 


ETROPOLITAN wholesalers of 
M hardware and related lines re- 

port that within the past week 
business has picked up considerably in 
both cold weather and holiday mer- 
chandise. The increase, however, has 
not been as marked as is customary at 
this period of the year and it appears 
improbable that December sales will 
equal the totals for the same month of 
1930. The month is expected to be 
somewhat more satisfactory than was 
November, and with favorable weather 
prevailing to stimulate the movement 
of seasonal goods it is possible that 
December business will be better than 
is generally anticipated. 


WEATHER BENEFICIAL 


The recent cold snap has accelerated 
the call for winter goods and for the 
first time this season a fairly active 
demand has developed for weather 
strip, window ventilators, stove goods 
and similar items. Retail as well as 
most wholesale stocks are at subnormal 
levels, the possibility of numerous 
shortages occurring under the stress 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PirtspurGH, Dec. 8. 
A PHENOMENALLY heavy de- 
mand for high-power ammuni- 
tion and guns, together with a 
moderately heavy movement of holiday 
goods, has stimulated the hardware 
business considerably in the last week. 
The beginning of the two-weeks’ open 
season for hunting big game in West- 
ern Pennsylvania Dec. 1, brought the 
heaviest demand on record for suitable 
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of ammunition has been selling hand 
over fist in spite of the fact that the 
duck season was a short one. 


NOVEMBER SALES 


Comparing. the month of November 
with the month of October business 
may be said to be much ahead in 
November. The month was mild dur- 
ing the forepart but during the latter 
half deluges of rain and snow hit the 
territory and this stimulated such cold 
weather items as anti-freeze, car heat- 
ers, etc. Also, the extremely wet 
weather made the roofing and tin shop 
business good. 

Toward the west where the snow 
was deeper a lot of business in snow 





Business 


a 
of an improved consumer demand is 
considered likely. 


TOYS AND XMAS GOODS 


The demand for toys, Christmas tree 
holders, lighting sets, sleds, skates and 
wheeled goods has improved, but job- 
bers declare the fact that many dealers 
have delayed their buying until the 
last moment has made it extremely 
difficult to gage their requirements. As 
a consequence, some distributors of 
these lines have expressed the opinion 
that local stocks of popular holiday 
items will become quickly depleted 
when the last-minute Christmas shop- 
ping rush begins. Jobbers say that 
they will be unable, in many instances, 
to replenish supplies on hand, as sev- 
eral manufacturers of holiday lines, 
especially toys, are already turning 
down additional orders as their entire 
output is already contracted for. 


PRICE INFORMATION 


Manufacturers of nails and barb 
wire have issued a new price schedule 
which establishes certain differentials 





ammunition and firearms. Some 4000 
more, hunting licenses were issued in 
Allegheny County this year than any 
previous years, and _ corresponding 
gains were reported throughout this 
section of the State. The urgent de- 
mand has stimulated movement of all 
types of hunting equipment, as well 
as shells and guns. 

The toy season, which failed to get 
under way to any marked extent be- 
fore Thanksgiving, is now in full swing 
and jobbers report fairly heavy orders. 


Shows 
Seasonal Lines in Better Demand 


shovels was recorded. Items of use in 
the beet harvest which was on in dis- 
tant sections of the territory during 
the month of November, such as beet 
topping knives, had a ready sale. 

In the more northerly sector of the 
territory an extra good movement of 
stoves was recorded. Also the demand 
for axes and saws was good in this 
particular region. It appears that 
farmers have gone back to more simple 
ways of doing things and one of them 
was cutting their own firewood in place 
of using so much coal. 

As far as prices are concerned things 
remain rather steady with few changes 
during the fast two or three weeks. 


Improvement ; 


between quotations applying to straight 
cars, mixed cars, pooled cars, etc. 

Buyers of housefurnishings declare 
that a firmer price tendency has devel- 
oped in most household lines during 
the past few weeks. Fewer concessions 
are being offered by manufacturers and 
makers are advising the trade that 
prices now in effect are “bed rock” 
quotations. 

Wholesalers seem to feel that prices 
recently established by manufacturers 
on several important spring lines will 
be maintained on a more stable basis 
than was the case last spring. 


CREDIT SITUATION 


The credit situation is fairly satis- 
factory, with the average of collections 
remaining practically unchanged. Deal- 
ers are continuing to find it difficult to 
collect outstanding accounts and for 
this reason many merchants are unable 
to meet their bills with wholesalers 
with the usual promptness. Jobbers are 
apparently making every effort to aid 
deserving risks who are temporarily 
unable to meet their obligations. 


‘Hunting Goods Demand Excellent; 
Collections Are Showing Improvement 


However, retailers believe that the 
Christmas trade will be largely in def- 
initely utilitarian goods, such as elec- 
trical appliances, and most of them 
are choosing their stocks rather care- 
fully. Radios and radio tubes are in 
demand, but only the midget type set 
is finding any marked favor. Flash 
lamps are being stocked rather heavily. 
Cold weather staple goods are also 
moving at a better rate, but the season 
(Continued on page 60) 


HARDWARE AGE 











_Tucker Offers 
Tucker "Way Golf Bag 


The Tucker Duck & Rubber 
Co., Fort Smith, Ark., has just 
announced a new style golf bag. 
“THE TUCKER ’WAY” enables 
one to easily tuck away each 
club safely and securely. There 
is a pocket for every club elim- 
inating nicking and spoiling of 
expensive clubs, since each is 
protected. Also, it is easy to 
select the club that is desired. 
This bag comes in two sizes, 15 
and 19 pockets. It is made of heavy canvas, khaki color, and 
weighs only 5 pounds. Zipper pocket provides for the balls, 
and a canvas flap at the top allows one to cover and lock 
his clubs. 





I. J. Target Sealed 8 Revolver 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass., 
offers the I. J. target sealed 8 shot .22 caliber solid frame 
revolver with counterbored chambers. It has one piece target 
grip of new design, scored trigger and De-Flex sighting plane. 


COUNTERBORED 
CHAMBERS 


c-2 





This model is made on extra heavy frame in two barrel 
lengths to shoot the standard .22 caliber long rifle rim fire 
cartridge. Hi-Hold grip is’ designed to afford a moderately 
loose grip and high hold and is made of one piece walnut. 
Each revolver is sealed-wrapped in moisture proof Cellophane. 
It is available in 6-in. and 10-in. barrel models. 





The Rollster 
Skooter Skate 


Illustration shows 
free display, in 
three colors, meas- 
uring 11 in. x 14 
in., furnished with 
every standard 
package of 12 Roll- 
ster skooter skates. 
The Lyons Mfg. 
Co., Mt. Carmel, 
Conn., makes this 
skate in three types: 


No. 250, brown 
with plain ivory 
wheels; No. ° 300, 
red, with brown- 





ivory wheels, nickel 
trims, and No. 301, blue, with wheels of blue-ivory, with 
nickel trims. Movable toe clip takes care of all foot adjust- 
ment. It is an independent unit that does not alter the 
length of the skate. The Rollster, which lists at $1 and 
$1.50, according to variety, is 16 inches long and is adjust- 
able to size 4 shoe. 
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\ \ HEN Mr. and Mrs. Public “eye shop” in 


your store or glance at your show windows, make 
sure they see displays of timely necessities. Then 
they will realize what a lot of things they have been 
forgetting to buy. 

Have a “showdown” on DIETZ LANTERNS— 
right down off the shelves—where they can be seen! 


‘\ For this is Lantern Time and there are many more 


folks needing Dietz Lanterns 


have remembered to buy 


* them. 


| R. E. DIETZ COMPANY 
i NEW YORK 
1 


Largest Makers of Lanterns in the 
World — Founded 1840. Output 
Distributed Through the Jobbing 
| Trade Only. We do not Sell Mail 
Order Houses and Chain Stores. 


DIETZ 


LANTERNS 

















(Continued from page 58) 
is far behind the usual totals at this 
time in the year. 


PRICE SITUATION 


Price changes during the week have 
not been of much importance, although 
revisions are still being made to take 
care of the increased freight rates on 


EOSTON 


(Boston office of HARDWARE AGRE) 
Boston, Dec. 8. 


INTER sports goods are mov- 
ing in larger volume. Orders 
for skis from Maine retail 


dealers have been quite satisfactory, 





recent snows in that State evidently ac- — 


counting for the orders from there. 
Retailers in other New England States 
also are buying skis, although not as 
freely as Maine. Demand for hockey 
sticks is assuming sizable proportions, 
orders coming from all sections of New 
England. In contrast, demand for ice 
skates is disappointing. Snow shoes. 
sleds, ice-fishing tackle and other 
sports goods, however, are enjoying a 
broadening market. 


CURRENT DEMAND 


Buying in the main is nevertheless 
confined very largely to staple lines 
and seasonable goods such as stove and 
furnace accessories, storm door and 
window accessories, conductor pipe, 
roofing materials, oil and electric heat- 
ers, door mats and scrapers, and the 
like. Buying of holiday goods is only 
fair at best and somewhat behind a 
year ago, that statement applying espe- 
cially to toys. It is evident that the 


CLEVELAND 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, Dec. 8. 


ARDWARE merchandise _ be- 
H came fairly active the past 

week and this demand is ex- 
pected to materially increase the total 
volume of sales during the current 
month. Demand for most staple lines 
continues sluggish. With little winter 
merchandise moving last month the vol- 
ume 0. business by some of the hard- 
ware jobbers in November fell slightly 
below that of October. 


HOLIDAY LINES 


Electric household appliances are 
outstanding as items that are now mov- 
ing well for the Christmas trade. Sales 
are particularly good in automatic 
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hardware goods from New England 
points to Pittsburgh. New prices on 
screen doors and windows have been 
issued and show a slight increase over 
last season in line with higher prices 
on wire cloth, as well as increased 
freight rates. Prices on nails and other 
merchant wire products are well main- 
tained, and an advance in mill quota- 
tions is in prospect. Bolts and nuts 





Winter Sports Goods Active; 
Price Revisions Are Effective 


rank and file of the retail trade has 
waited until the last moment to buy 
toys. 


PRICE CHANGES 


Some makes of automobile tires have 
been reduced 10 per cent and tubes 15 
per cent, but such reductions are by no 
means general. 

Wholesale prices on wire cloth have 
been definitely established and are be- 
tween 15 and 20 per cent lower than 
heretofore. Black wire cloth, 12 mesh, 
from stock is now $1.75 per 100 ft., as 
against $2.15, heretofore, and galva- 
nized $2.20, as against $2.60. Factory 
shipments of 12 mesh black are now 
$1.60 per 100 ft., and galvanized $1.70. 

Wire netting values for the 1932 sea- 
son also have been established, and are 
121% to 15 per cent lower. No. 2 hex- 
agon and straight line netting, galva- 
nized after weaving, 1 ft. stock is now 
$1.84 from stock, while on factory ship- 
ments both are $1.70 f.o.b. Worcester, 
Mass. 

Shellac, as is usual at this time of 
the year, is cheaper, and numerous 
other less important items are a little 
easier or a shade more costly. 





toasters and waffle irons. In the line 
of toys electric trains are selling well 
and a good volume of orders is being 
taken in Christmas tree decorations. 
Midget radio sets have become fairly 
active. Flashlights are now a good 
selling item. Electric clocks continue 
in very good demand. Cutlery is start- 
ing to move for the holiday trade, par- 
ticularly silverware and pocket knives. 
Glass baking ware is also showing more 
life. A fair -demand has developed for 
sleds and skates and some wheel goods. 


PRICE REVISIONS 


Several price changes have occurred 
recently. Rural mail boxes have been 
reduced 10 per cent. New price lists 
have been issued by the Stanley Rule 


are still weak, reflecting the poor price 
situation of manufacturers. 

Collections are a bit better, as one 
of the large banks in Pittsburgh which 
failed earlier in the fall has begun 
payment of 50 per cent to depositors. 
Christmas savings clubs are also re- 
leasing considerable cash, which will 
undoubtedly raise buying power in a 
community. 


INDUSTRIAL OUTLOOK 


Gains and losses are noted in the in- 
dustrial outlook, with a slight advan- 
tage on the improvement side. There 
were declines in production of shoes, 
leather, cotton goods and worsteds dur- 
ing the past 30 days, but shoes and 
leather are now picking up again, al- 
though slowly. A high level of employ- 
ment continues at New England ship- 
yards, and employment in the confec- 
tionary trade is at its peak. State high- 
way and bridge projects have necessi- 
tated much employment, but such work 
will probably fall off with colder 
weather. Indications now are that mu- 
nicipalities will greatly curtail build- 
ing expenditures in 1932, as higher 
taxation seems impossible. 


BUILDING COSTS LOWER 


Building trades in at least some of 
the New England States have accepted 
a reduction in wages of 10 to 20 per 
cent, which should bring the cost of 
home construction down to the lowest 
level noted in years. Hardware inter- 
ests feel building will increase in the 
spring, and in that case that prices 
for builders’ hardware will become 
stabilized. Just now home construc- 
tion is falling off as might be expected 
in December. 


Viena Shows Improvement; 
Several Price Changes Made 


& Level Co. and these show slight re- 
ductions on some items. A number of 
the rubber companies have reduced 
prices on automobile tires, these re- 
ductions ranging up to 10 per cent. A 
5 per cent advance has been made on 
stove bolts. Prices on bolts and nuts 
for the first quarter have been estab- 
lished at the recent reduction. 


FUTURE ORDERS 


Binder twine is about the only sea- 
sonal line for future delivery that is 
showing any particular activity. One 
of the leading jobbers has sold more 
binder twine the last few weeks for 
1932 than it has for an entire season 
since 1925. Lower prices on binder 
twine have helped to stimulate sales. 
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Gibbs Cigarette Rolier 
For the person who likes to roll his own cigarettes The RIFFIN INGES 


Gibbs Mfg. Co., Canton, Ohio, makes this cigarette roller. | 
A flange at the front end of the roller lays over edge of table | 





so as to hold the machine steady. The maker states that uni- 
formly good cigarettes with neat ends are rolled in this ma- 
chine, with any kind of cigarette or smoking tobacco. It is 
made of metal and is attractively finished. List price is 25c. 





Weed Chain Price 
List Hanger 


A price list chart 
on Weed Chains, to 
hang up in dealers’ 
stores, is being of- 
fered by American 
Chain Co, ‘Inc, 
Bridgeport, Conn. It 
shows in table form, 
for ready reference, 
the full range of 
sizes and prices on 
Weed chains for pas- 
senger cars and 
pneumatic trucks, as 
well as for other 
Weed auto  acces- 
sories. Copy of wall 
chart is available to dealers, without charge. 





No. 220 Size of Butt — 33g x 33s In. 


N lovely homes 





where details mean so much 


rd GRAN : 


FINGES 


sponge rubber made from new live rubber. The maker are found -- because they com- 


Wilder Pads for Riflemen 


Wilder & Co., 1038 Crosby St., Chicago, IIl., makes Wilder 
pads for riflemen, combining leather of tough fibre and 





bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


(GRIFFIN 


nufacturing Chmpany 


states that it will not pack. No. R 15 rifle sling pad, 21% in. ERI E, PENN SYLVANIA 


by 101% in. lists at 75c. It is for attachment to sling, while 
No. A 25 arm pad, 414 in. by 121% in., lists at 85c. It has 




















leather, pierced on three sides for sewing onto sleeve as an Branch @ffteces 
arm band. No. E 35 elbow pad, 614 in. by 1214 in., listing NEW YORK: 45 Warren ST. BOSTON: 113 PurcHASE St} 
at $1, has leather pierced on four sides for sewing onto sleeve. CHICAGO: 162 N. CinToN Sr. SAN FRANCISCO: 703 Market ST. 
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Marvin’s Store Meetings 


(Continued from page 33) 


heard him growling about a de- 
livery shortage this morning. 
How about it, Jim?” 

Jim Daley, the big, good na- 
tured, freckle faced delivery boy, 
stood up awkwardly and leaned 
over the back of a chair. “I don’t 
want to be a kicker,” he said, 
“but I’m always having trouble 
with the deliveries. I delivered 
an order to Mrs. Graham this 
morning, and before I got back 
she telphoned in to say she didn’t 
get the tacks she ordered. Bill 
had ’em checked on his sales slip, 
but she didn’t get ’em. When 
he filled her order he wrote her 
name on the delivery book and 
put the goods in a delivery bas- 
ket. I had a duplicate sales slip, 
but I couldn’t check the items be- 
cause there was more than one 
article in some of the packages 
so—I got called for losing the 
tacks.” He grinned and went on: 
“IT figured it might have been 
Bill’s fault as well as mine, and 
said so. Mr. Marvin heard us 
and told us both to be more care- 
ful in the future. It seems to me 
that the trouble is all due to the 
system we use. 


A Delivery Cheek 


“T believe that whenever a man 
takes an order for delivery he 
should enter it on the delivery 
book, giving the customer’s name 
and the number of packages. 
Then if he would put that number 
in a circle under the customer’s 
name on one of the packages, it 
would give us a real check on 
the order. I guess that’s all,” he 
added, quickly, and sat down. 

“You've given us a good idea, 
and one that we should have 
thought of long ago,” said Mr. 
Marvin. “We'll put it into ef- 
fect tomorrow. Will you make a 
note of that, Mr. Secretary?” 
“By the way,” said Mr. Marvin, 
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“T’ve decided to pay a dollar each 
for every suggestion made by 
any of you that is adopted. I’ve 
had a suggestion box made and 
placed on the ledge back of the 
wrapping counter. If you think 
of anything between meetings, jot 
it down on paper and drop it in 
the box. What else have you got 
up your sleeve, Van?” 


These Extra Items 
“Ask Charlie,” replied Van. 


“This is one on me. I threw in a 
box of shells with one of those 
new pump guns and he called me 
down hard for it.” Charlie 
flushed. “I didn’t exactly call 
you down, Van,” he said. “I 
only told you that I didn’t think 
it was the proper thing to do. The 
selling price of any article in 
stock is figured on the cost plus 
the overhead, and is intended to 
yield a fair margin. Whenever 
you throw in an extra article at 
the price of the one you are sell- 
ing, you cut down the margin and 
the profit. Besides,” he went on, 
“‘we have to sell a lot of items on 
a pretty close margin, don’t we, 
Mr. Marvin?” “Indeed we do,” 
Mr. Marvin replied. Charlie 
continued: “There is another 
thing to consider toe; you lost an 
extra sale because you could 
have sold that fellow a box of 
shells after he bought the gun.” 
“T’m willing to agree that Charlie 
is right,” said Van, “but / saw Mr. 
Marvin do the same thing with 
that engineer who was in the store 
Monday.” Mr. Marvin’s face 
once more reflected conflicting 
emotions. Again, however, his 
sense of fairness won out. “I’m 
guilty,” he said, “but it won’t 
happen again. We will make 
Charlie’s suggestion a part of our 
new ‘one-price’ policy.” 

“T really think that Mr. Mar- 


vin should formulate a set of 


store rules and _ policies,” sug- 
gested Bill Higgins. “We can all 
report to him the things we are 
puzzled over.” “Good idea,” 
said Van. “I'll just turn the rest 
of my ‘policy ammunition’ over 
to him.” 

“Tt sounds like another job for 
me,” said Mr. Marvin in a pur- 
posely doleful voice, “but,” he 
added, with a smile, “Bill earns 
one of those suggestion dollars. 
I’m about the only fellow here 
who hasn’t qualified for one. 
However, I’ve received a lot more 
than three dollars’ worth out of 
this discussion. Van, your fam- 
ily party is a success. Bill, you 
are appointed to conduct the next 
meeting. I see that the restau- 
rant man is here with the coffee, 
so I move we adjourn.” “Second 
the motion,” said Van. “All in 
favor say aye; the ayes have it 
—adjourned.” 

As they munched their sand- 
wiches, Van turned to Charlie 
and said in an under tone: “Mr. 
Marvin certainly took that price 
suggestion like a prince.” “Yes,” 
said Charlie, “and you both 
played square in regard to throw- 
ing in the shells. I’m getting a 
lot of kick out of these meet- 
ings.” “SoamI,” said Van. “I 
was enjoying them myself,” Bill 
Higgins interjected, “but now /’m 
the goat. Well,” he went on, “if 
you fellows can get by with it, 
Ican. Just watch me next Friday 
night.” 


Christmas Season Sales Help 


The Luther Grinder & Tool Co., 131 West 
Seeboth Street, Milwaukee, Wis., offers 
colored sales helps for the dealer, includ- 
ing circulars, die cut counter and display 
cards for windows, ideas on increasing 
sales, suggested sales letters, making win- 
dow displays, suggested ads for newspaper 
use, cut set up showing advertising cuts 
offered, etc. This display material is be- 
ing supplied to the dealer free of charge, 
with a small assortment of six Jiffy sharp- 
eners. Cost is $6 to dealers, Retail list 
price of the sharpeners is $9. 

This material is available throughout 
the holiday season. 
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Star Molybdenum Heavy Duty 
Hack Saw Blade 

Clemson Bros., Inc., Mid- ce ' ie . 
dletown, N. Y., have an- Whee priiennneninnsennAnnnets 
nounced a new hack blade 
for heavy duty service. It is known as the Star Molybdenum 
Heavy Duty, Extra Value Hack Saw Blade. With Molybdenum 
as the vital element of the new blade, processes have been 
developed to produce a blade of the toughness, sharpness 
and other qualities necessary in a heavy duty blade, says the 
maker. The maker states that Molybdenum is an American 
mined metal, being somewhat cheaper than other alloys used 
in hack saw blades. This blade is offered to the trade at con- 
siderable saving in cost. 





Red Head No. RHB Recoil Pad 


The No. RHB recoil pad, made by Red Head 
Brand Co., 925 W. Chicago Ave., Chicago, IIl., 
is a solid, molded rubber model, available in 
two sizes. Body of pad is red molded rubber, 
while base is of hard black rubber. The maker 
states that highly resilient rubber insures maxi- 
mum shock resistance; as proved by the follow- 
ing data, right curvature and thickness of 
opposing walls of tubes gives easy compressibil- 
ity. Curvature in opposed directions absorbs 
recoil in straight-back direction and prevents 
diagonal kickback. Longitudinal central wall 
prevents diagonal recoil and upward movement and is thin 
enough to fold when outside wall is pressed in. Outwardly 
projecting nose fits beneath shoulder to prevent upward move- 
ment in recoil. If not desired it may be buffed off when 











affixing pad to gun stock. List price is $2.25. Size No. 1 
for average 16 and 20 gage guns measures: 1 11/16 in. x 
5 in. x 1 1/16 in., while No. 2 for average 12 gage guns, 
measures 17% in. x 53 in. x 1 1/16 in. Dealer cost is $16.50 


per dozen. 





Leonard Refrigerators 


All of the new models of Leon- 
ard electric refrigerators, except 
the apartment house model, are 
equipped with the Len-a-Door fea- 
ture, enabling the opening of the 
refrigerator door, with the touch 
of the toe. Model L-750, 714 
cu. ft. food space has white lac- 
quer exterior and one piece por- 
celain interior, while PL-750 is the 
same but with full white porcelain 
inside and out, with automatic 
electric light. Model L-650, 81% cu. ft. food space has white 
lacquer exterior and inside one-piece porcelain with rounded 
corners. No. L-550, 5% cu. ft., has white lacquer finish and 
inside one-piece porcelain with rounded corners. No. PL-750 
is the same but with full porcelain finish and automatic 
electric light. Model L-450, 44% cu. ft. food space has same 
finish as L-550. Model L-400, 4 cu. ft. capacity, has same 
finish as L-550, with vegetable crisper at slight additional 
cost. List prices range from $179.50 to $330. Other fea- 
tures are: Chill-O-Meter, giving choice of eight freezing 
speeds, all porcelain cooling unit, with chrome plated metal 
door, non-corrosive metal Sanitrays, rubber grids, egg basket, 
table top, high legs and 21% in. of Leonard insulation. Models 
without electric light are grooved for installation of light at 
slight extra cost. Leonard Refrigerator Co., 14260 Plymouth 
Rd., Detroit, Mich., is the maker. 
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Spring Hinges of Quality 


~~(CHICAGO)— 
| SPRING HINGES 
Check (“) These “‘Triplex’’ Features 


1. No joints where metal of the 
barrels continues as the con- 
necting web. This avoids expos- 
ing springs to moisture, which 
would cause rust and breakage. 





HARDENED 
STEEL BUSHING 






2. Entire body, composed of bar- 

~ rels and connecting web, is made 
from one continuous piece of 
metal formed so web has three 
thicknesses and barrels only one 
thickness. 


3. Lock washer holds ball tips 
securely in place and preserves 
appearance of hinge. Every 
owner wants his building to ap- 
pear well kept. 


Ask for “Triplex” Spring Hinges. 
They are internationally known. 


Barrel Continues as Web 
Without Joint 





MULTIPLE 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 


















LA 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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These USHCO Lawson 


Wrenches are tough—they’ll 
stand all kinds of work. The 
handle fits your hand—no 
special grip is needed. Sizes 


U.S. HAME COMPANY 
are 8”, 10”, 14”, 18” and 24”. 


BUFFALO, N.Y. 
latice 


Canadian 
0. S. HAME COMPANY Our folder gives the 


eine details and specifica- 
tions on these wrenches. 
: It is Free. Write for 


it now. 
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Christmas Tool Sets 
DIAMOND 


Pliers and Wrenches 












The special green and red 
Christmas carton holds two 
“Motor Special’ Pliers and 
a single end _ adjustable 
wrench. Tools nickel plated 
and highly buffed. 

Make a colorful display 
for your counters and just 
the thing to supply the gift- 
buyers needs. Decorations 
easily removable for after 
Christmas business. 


DIAMOND CALK HORSESHOE CO. 


4622 GRAND AVENUE, DULUTH, MINN. 











Plumbers, Tinsmiths and all who_use 
solder prefer Rubyfluid Soldering Flux 
— it saves time and a little goes 
ar. 

Rubyfiuid makes a strong, permanently 
tight union with all metals and saves 
material—does not corrode or tarnish 


metals. 4% pts. to 10 gal. cans; also 


half-barrels and barrels. 
There’s a real profit in every sale. 
Send for FREE Sample and Prices. 


THE RUBY CHEMICAL CO. 
68-70 McDowell St., Columbus, Ohio 


— SUPPLIES 


Moe’s Winter Fountain 








Cleanable Top-Fill Fountain, with a re- 
liable kerosene heater. Keeps drinking 
water at the right temperature, prevents 
freezing, and increases the egg yield. 
One of many good items in Moe’s Big 
Line of Poultry Supplies. 





Write for new Catalog and Prices. 


HOEFT T & COMPANY 


2305 Davis St. soe Chicago, Ill. 











More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 


made. Nationally adver- 


tised. Excellent profit. Big 


repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 


‘cToxeo}om Gile Gerry -di1i)i1-125 
With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 








Convention Calendar 


CALIFORNIA RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 17, 18, 1932. Charles R. 
Freeman, secretary, Branford. 


IpaHo RetTarL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa ReTaIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


Ittinois RetarL HARDWARE ASSOCIATION CONVENTION 
AND ExuisBiT. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16, Paul M. Mulliken, manag- 
ing director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


MIcHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, 1112 Capital Bank Tower, Lansing. 


Minnesota Retart HARDWARE ASSOCIATION CONVEN- 
TIon, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missour! RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiT1on, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MontTaNA IMPLEMENT AND HARDWARE ASSOCIATION 
Convention, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 


mage, secretary-treasurer, Bozeman. 


MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Colo. 


NATIONAL House FURNISHING MANUFACTURERS AsSO- 
CIATION, FIFTH ANNUAL EXHIBIT, Stevens Hotel, Chicago, 
Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
Builders Bldg., 228 N. La Salle St., Chicago, Ill. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln. 
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New Encianp RetalL HARDWARE DEALERS ASSOCIATION 
-CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler. 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New York State Retatt HarpwareE AssociaTIoNn Con- 
VENTION AND ExposITIon, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden, New York City; 
headquarters, Hotel Edison, Forty-seventh Street, west of 
Broadway. J. B. Foley, secretary-manager, 510 Hills Bldg., 
Syracuse. 

NortH Dakota Retait HarpwarE AssociATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

On1o HarpwareE AssociaTION CONVENTION AND EXxHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OKLAHOMA RetTaAIL HaRDWARE ASSOCIATION CONVEN- 
TION AND ExuHiIsITION, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

Orecon RetatL HARDWARE AND IMPLEMENT DEALERS’ 
AssociaATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Paciric NortHWEST HARDWARE AND IMPLEMENT Asso- 
CIATION CONVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Building, Philadel- 
phia. 

Souto Dakota RetarL Harpware AssociaTIon Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, in conjunction with a Modern Home Show, 
Los Angeles, dates to be later decided. J. V. Guilfoyle, 
secretary, 420 E. 8th St., Los Angeles. 

Texas HARDWARE AND IMPLEMENT AsSOCIATION Con- 
VENTION, Gunter Hotel, San Antonio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 

West Vircinta Retart Harpware AssociaTIon Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. 
Clower, secretary, Box 127, Oak Hill. 

WEsTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND HARDWARE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin Retait HARDWARE ASSOCIATION CONVENTION 
AND Exuisr1t0n, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay 
Ave., Milwaukee. 
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BULL @ FROG 
WHEELBARROWS 


Seamless, smooth, pressed steel trays 
“Never Break” wheel with rivetless hub 
Grease pocket in hub for efficient lubrication 
Malleable iron axle boxes 


These advantages mean greater satisfaction to the user-— 
and the seller. 


Ask your wholesaler Catalog upon request 


THE TOLEDO WHEELBARROW CO. — TOLEDO, OHIO 


Branch Office and Warehouse: CHICAGO— 520 W. Erie St. 








“IVES” Patent Ventilating Lock 





Showing Window 
Open. 


Manufacturers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 




















SERVICE QUALITY ACCURACY 


Buffalo Bolts ... the reliable bolts that 
have served industry for three gener- 
ations are available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO, 
North Tonawanda, New York 




































Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING 
RATES 


Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








THE FOLLOWING RATES 
apply to “Business Opportunities,” “Sales 
Accounts Wanted” and ‘Sales Representa- 

tives Wanted” advertisements. 


Set Solid, Minimum of 5 lines..... - $3.00 
Each additional line........... - 60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ - 80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 





BOXED DISPLAY RATES 





Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
net apply on Position Wanted or Help 
Wanted Advertisements. 
HAnaDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 








Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 


be addressed to box numbers 











POSITIONS WANTED 


POSITIONS WANTED 





FIFTEEN years’ experience, Hardware, Housefurnishings, Electrical 
and Plumbing Lines. ‘Thoroughly familiar with every phase of business, 
Sales Management, Merchandising, Sales Promotion or Buying, have han- 
died all of these departments with some of the largest companies in 
America. My records are clean, my references of the highest type. 
If you have an opening; for a clean cut man of 36, conscientious, and 
who can dream, think and act on his own initiative; write me. I am 
sure your time shall not be wasted. Address Box J-566, care of HARDWARE 
AcE, New York City. 





EXPORT MANAGER—FOREIGN REPRESENTATIVE, Advertiser 
with ten years selling and residential experience in South America, thor- 
ough knowledge of export business and advertising methods, is desirous 
of conducting export department of manufacturing concern, seriously in- 
terested in developing their foreign business. Willing to travel or act 
as representative in foreign field. W. F. BERGGREN, 10 Bridge Street, 
Room 109, New York City. 





EXPERIENCED Hardware man and Salesman, forty-two years of age, 
married, sober and industrious. Twenty-five years’ experience Wholesale 
and Retail Merchandising, as Manager, Buyer and Salesman. Territory 
covered, Pittsburgh, West and South. Want a position of responsibility 
and trust with some reliable firm. Can furnish best of references, moderate 
salary. Wiil go anywhere. Address Box J-571, care of HarDWARE AGE, 
New York City. 





HARDWARE MAN, 20 years’ experience all lines, wholesale and retail, 
desires connection as buyer, sales manager, store manager, or field sales- 
man, Can handle any branch of the business thoroughly. Familiar with 
jobbing trade in Eastern and Southern States. Can take up duties any- 
where or can travel extensively, references sent upon request, age 40, 
single. Address HARTIG, No. 2B, 55 Morton Street, New York City. 





EXPERIENCED HARDWARE MAN, 30 years of age, married, sober 
and industrious. 12 years’ experience in wholesale and retail hardware 
business as store salesman and road salesman. I want a position with 
good reliable firm, will consider store work or road work, can furnish 
best of references, moderate salary, will go anywhere. Address A. A. 
DAVIS, 1229 East Duffy Street, Savannah, Georgia. 


HARDWARE MAN experienced in Mill, Factory and Contractors’ 
Supplies, Pipe and Fittings, Builders’ Hardware, Mixed Paint Brushes, 
etc. Address Box J-576, care of HARDWARE AGE, New York City. 





BUSINESS OPPORTUNITIES 








EXPORT—LATIN AMERICA 


To manufacturers interested in developing of retaining 
trade relations with Latin America on an economical yet 
efficient basis, we offer a consolidated and non competitive 
kindred commodity sales and shipping service. We can 
serve you to your profit. Address Box J-579, care of 
HARDWARE AGE, New York City. 














HARDWARE STORE FOR SALE. Located in a busy thoroughfare. 
Established for the past twelve years. Good locksmith and general repair 
business. Owner wants to retire. Address Box J-557, care of HARDWARE 
AcE, New York City. 





SALES REPRESENTATIVES WANTED 


SALESMEN WANTED tto sell our sanitary line—commission basis. 
Opening in Ohio, Maryiand, Carolinas, and several western states. No 
objection to your carrying other lines. Write us for details. Address: 
WESTERN METAL SPECIALTY CO., 3043 North 30th Street, Mil- 
waukee, Wis. 

SALESMEN WANTED—To sell Malleable Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 744% commission on direct or_re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 











YOUNG MAN, 27, college education, four years as assistant hardware 
buyer for New York’s leading department store. Six years selling hard- 
ware and housefurnishings in the Metropolitan area for two prominent 
jobbers. One year as departmental head for one of the largest hardware 
jobbers in the East. At liberty, capacity no object. Address Box J-568, 
care of Harpware Ace, New York City. 





POSITION WANTED—Experienced hardware man, forty-four years 
of age, single, soher and industrious. Twenty-one years’ experience in 
wholesale and retail hardware business as Buyer, and Salesman, want a 
position with a good reliable firm. Can furnish good references. will con- 
sider any State if permanent. Peferences exchanged. Address Box J-573, 
care of Harpware AcE, New York City. 


REPRESENTATIVES calling on Wholesale and Retail Hardware trade, 
to handle a popular priced line of shower bath curtains and textile spe- 
cialties. Protected territory on commission basis. Address Box J-577, 
care of HarpwareE AGE, New York City. 





SALESMAN WANTED: Sideline to sell high grade line toy vehicles 
and specialties to retailers and department “Stores. Liberal commissions. 
Several states still open. Address Box 511, Sheboygan, Wis. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 





OPEN for a connection with a reliable firm. Experience, traveled New 
York State, Northeast Pennsylvania and Northern New Jersey, over 25 
years for one concern, sold the larger Retail and Hardware Jobbers .and 
Housefurnishing stores. Not interested in commission side lines. Ad- 
dress Box J-572, care of HArpware AGE, New York City. 





_WANTED—Position by Builders and_ General Hardware Salesman, with 
25 years’ experience as Manager of Builders’ Hardware department in 
Wholesale and Retail Hardware companies. Either outside or inside job 
will be considered. Pennsylvania, Maryland or Virginia preferred. Ad- 
dress Box J-574, care of Harpware Ace, New York City. 





I CAN sell hardware because IT know hardware and enough of the prob- 
lems of the Jobber and Retailer to talk intelligently to them. Either Tools 
or Builders’ Hardware specialties. Have had some experience as Sales 
Manager. Acquainted with the trade from Texas to Maine. Address 
Rox J-563, care of Harpware AcE, New York City. 





EXPERIENCED SALESMAN would prefer Metropolitan New York 
area, selling to wholesalers or retailers, or both. Experienced in hardware, 
tools, housefurnishings and specialties. H'as good following in trade. 
Address Box J-555, care of Harpware Ace, New York City. 





_ HARDWARE MAN—12 years’ retail experience in all its branches de- 
sires permanent connection with retail or wholesale concern willing and 
conscientious worker and real live wire, best reference. Address Box 
J-567, care of Harpware Ace, New York City. 
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SALES ACCOUNTS WANTED 





AN UNUSUALLY HIGH CLASS MAN of high reputation and wide 
acquaintance among Hardware Jobbers and allied Steel Products quantity 
consumers is opening a sales agency in Cleveland, Ohio, to serve Cleveland 
and surrounding territory. If you are a manufacturer of a quality product 
sold through the jobber and to large consumers and are not satisfactorily 
represented in that territory, you now have an opportunity to make a 
8 a connection. Address Box J-551, care of Harpware AcE, New 

or. ity. 





MANUFACTURERS REPRESENTATIVE. New high class organiza- 
tion being formed for hardware and housefurnishing trade, Metropolitan dis- 
trict of New York. Head has broad acquaintance, twelve years standing. 
Your chance for _— hard hitting, thorough representation in world’s 
greatest market. lectric, gas stoves, ranges, heaters, other items. Ad- 
dress Box J-543, care of Harpware Ace, New York City. 





MANUFACTURERS’ AGENCY—A reliable Hardware and Cutlery 
Salesman with a wide acquaintance with hardware jobbers and dealers, 
department stores and sporting goods stores in the South. Can_ handle 
some additional lines of quality merchandise with real sales possibilities. 
Address Box J-578, care of Harpware AcE, New York City, 








WANTED —Lines for New York State (city excepted), Pennsylvania, 
Baltimore and Washington. I cover this territory in my car. Call on 
the Hardware and Department store trade. I can also cover New England. 
Address Box J-575, care of Harpware Ace, New York City. 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
rt. 


No allowance will be made for errors or failure to insert. 
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Scientific Alligator Steel Belt 
cing holds the belt in a vise-like compres- 
Joining sion grip. Prevents ply separation at belt ends. 
The smooth flexib!2 joint is reliable in service 
and has great surplus strength. It rocks on oval faces of the 
sectional hinge pin. 


Quickly and Easily Applied 
with only a Hammer 


Combines the efficiency of an endless belt and 
the convenient take-apart feature. In general use on 
light, magia and heavy belts of all types. Made 

also in ‘ "monel metal”. Eleven sizes. 
Order the small ‘ ‘Handy Packages” 

standard boxes from your jobber. 
FLEXIBLE STEEL LACING COMPANY 


4616 Lexington Street Chicago, Illinois 
In England at 135 Finsbury Pavement, London, E. C. 2 


in cartons and the 


















LOW PRICED 
FOR HOME NEEDS. 


TURNER , 
BLOTORCH 


A new, higher quality and lower priced 
blotorch, made by Turner, is enough informa- 
tion for any hardware dealer to put that item 
in his stock. The No. 30-A Turner is built 
especially to give the occasional blow torch 
user finer blow torch performance than ever 
before. Its price is extremely attractive. Ask 
your jobber for complete information or write 








direct. 
HE TURNER BRASS ORK } 


i ie Sycamore, Ill. U.S.A. 























OBBLER Outfits and 

Shoe Lasts and Stands 
are in big demand. Shoes 
are worn longer—men are 
“halfsoling their own.” 
Place a few sets in your 
and watch them 


window 
sell. 


GENER 
es 


BOOT,W° SHOE 
REPAIRING 


EcoNOMY 


COBBLER Riveting Machines 





Corn Shellers 


Grist Mills 


Big sellers from now on. “Gem,” “Little Giant,” 
“‘Never Fail” and “R&H’’ Corn Shellers and “Rapid” 
and ‘‘Korn King” Grist Mills. Write for Catalog. 
THE FATE-ROOT-HEATH CO. 
756-789 Bell St., PLYMOUTH, OHIO, U. S. A. 














WwooD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angel 
G. M. Baird & Co., Memphis, Tenn. 





» Seattle 












HARDWARE AGE 































STRONGEST 


*[ ALL FORGED STEEL 1] 
*«[ 1-PIECE JAW & BAR |] 


SIMPLEST 


*£ ONLY FOUR PARTS ] 


The greater strength and simplicity of the Walco 
are the two most important improvements in pipe- 
wrench construction and the best of all selling points 
for you. The Walworth guarantee of satisfaction to 
the user includes all sizes from 6 to 48 inches. 


THE “STRONGEST *SIMPLEST PIPE WRENCH MADE 








Walworth Company, General Sales Offices: 60 East 42nd St., New York 
. «Distributors in Principal Cities of the World... 


Handy, comfortable rub- 
ber grips are now available 
in separate cartons for the 
popular 10’’ and 14” sizes. 


DECEMBER 10, 1931 





| Providence Factory: 
| NICHOLSON FILE CO. 























NICHOLSON FILES 


BLACK DIAMOND FILES 


Turning holiday buyers 
into steady customers 


T is almost a mathematical certainty 

that a number of people — not ordi- 
narily tool buyers — will buy tools dur- 
ing the holiday season. 


Sell them once and for all on the qual- 
ity of the goods you carry by selling 
them Nicholson or Black Diamond Files. 


At Your Jobber’s 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


Kw Oy, 
“Seaag Yy — > NON 
USA. "hagemeare® 


Philadelphia Factory: 
G. & H. BARNETT CO. 


A FILE FOR EVERY PURPOSE 





HARDWARE AGE 











